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Orthopedic “Friendly” Grip Patterns 
Now Added to “Friendly” Line 


Shoe Salesman: See that 
“hump” on the inner sole? It 
supports the weak, or fallen 
metatarsal bones(arch)at 
just the point the sup- 
port is needed. 
It stops the hurt at 
its source. 








































To enable you to cash in on the demand for 
a moderately priced shoe especially de- 
signed for the relief of fallen or defective 
arches and presenting no difficulties in 
fitting, we offer two splendid new Ortho- 
pedic ‘‘Friendly”’ Grips — 








One with a slight “‘rise,”’ or “hump” molded 
into the innersole to support the metatarsal ; 
the other, with molded innersole, extended 
counter and orthopedic heel supporting the 
arch at the side. Both have metal arches, 

are made of soft Kidskin, eliminate need for —_, — a a oe 
correctives and will give a world of comfort = * te raiacapteanenrneemengen Let me try on a 
and service. Note illustrations. ete 





Customer: Just 
what I need! And 
I won't have to 

















Above, a cut-away view of Metatarsal Shoe No. 724, in Black Kidskin, or in 
Tan Calf, (No. 723). Send for 


newspaper ad mats of this shoe questo, mount 





Ny 79, x s 
and No. 720. STEEL ARCH 
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Orthopedic 
‘Friendly” 
Grip No. 

724. 










This curved elevation (1) molded 
into the innersole of the Shoe— 


—and (2) sup- 
ported by this 
Can’t be extended sole- 
told from any leather counter 
other stylish up-to-date shoe. and Orthopedic 
heel— 





Showing details ==> 
of other Orthopedic ‘‘Friendly”’ 
Grip, No. 720, in black kidskin, 
ee ou also Black Calfskin No. 714. 


(3) supports the weak or 
fallen arch at this vital 
point. Holds feet 
in comfortable 
normal position 
as gently and as 
positively, as 
though by hu- 
man fingers 


























“Friendly” Boots — for hunting, fishing, 
heavy duty now is the time to push them! No 
Tie-in with this full page message boots on the market are better made, present greater 
Send Pvegeemetlea nas Aye yo Fe values, have stronger sales appeal, than “Friendly” 
Boots. ; FRIENDLY GRIP ORTHOPEDIC SHOE 
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betting more shoes sold right 


Ie 


BOOT 6 /HOE 


CCORDER 


Vol. CIV, No. 7 


The VOICE of the TRADE 


More big hide buying 
-—000,000 hides sold early this 
week, 550,000 at Chicago, 75,000 
on the Pacific Coast and 30,000 
in New York—all new buying in 
addition to routine buying. Those 
550,000 hides sold at Chicago av- 
erage 53 pounds per hide, and 10 
cents a pound for price. Pacific 





Coast hides brought smaller mon- 
ey, quality off, and tanners have to 
pay the freight for getting them 
across the Continent. Total sales 
in the big buy are figured up to 
$3,000,000. That for more than 
30,000,000 pounds of hides. The 
sales clean up the hide market 
pretty well, and foretell new ac- 
tivity in the tanneries. 

* * * 


S. J. Brouwer 
of Milwaukee, believes that the 
second step toward national recov- 
ery is the expenditure of money 
for store improvement so that 
more people, in more lines, will 
find employment. After complet- 
ing his new modern store front, 
which he believes is one of the 
finest in the city, he tells the public 
of Milwaukee: 

“For the past month, carpenters, 
plasterers, masons and painters 
have been busy remodeling our 
store to enable us to serve you bet- 
ter. You will enjoy ‘window shop- 
ping’ in our new display windows. 
Everyone tells us they are the most 


beautiful in the city. Step inside 
and see the beautiful new Fall 
styles on all three floors. 

‘“‘Here is our new modern store 
front. We believe you will agree 
with us that it is the finest in Mil- 


waukee.” 
* 


A. W. Bush, 
vice-president of the Nunn, Bush 
& Weldon Shoe Co. of Milwaukee, 
says. 

“The Administration’s recovery 
program is based on the restoration 
of domestic prices to the 1925-26 
levels. The progress made so far 
has been accomplished without use 
of the vast inflationary powers 
placed in the President’s hands by 
the last Congress. The Irving 
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Fischer index of commodity prices, 
for example, rose from a low of 
55.2 to 70.55. Hide and leather 
prices have advanced far beyond 


‘the average—the percentage of in- 


crease being greater than any other 
essential commodity. This may 
seem like a trying period but we 
feel it is all for the best. No mat- 
ter how much anyone may be influ- 
enced by a desire to maintain the 
old price structure, it is perfectly 
plain this could not be done.” 
* * * 


4d 
_— new toes, 


snubbed and stubbed, are getting 
so short that there’s not even a 
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chance to tread on them,” said the 
shoemaker. ‘‘In that case what’s 
going to happen to the fine toes 
inside the shoe,” asked the last 
maker. 








 -_ S. Solar, 


president of the Compo Shoe Ma- 
chinery Corporation, was guest of 
the Portland Shoe Retailers at a 
luncheon, presided over by Will 
A. Knight—going thence to Seat- 
tle, to a meeting presided over by 
Harry Perkins of the Seattle Shoe 
Merchants group—at which point 
he completed a_ transcontinental 
trip covering practically all of the 
large centers of the Central and 
Far West. Much of the trip was 
made by aeroplane. 

“It is a significant fact,” says 
Mr. Solar, “that the demand for 
work shoes has shown an almost 
unprecedented growth during the 
past six months. There is no bet- 
ter barometer of industrial recov- 
ery than this proof that the Ameri- 
can workman is returning to his 
job in increasing numbers. While 
the trend has been most noticeable 
in work shoes, business in other 
grades of footwear has generally 
advanced, and the increase during 
the month of August was greater 
than any similar period within my 
recollection.” 

In speaking of fashions coming 
out of the West, he said that- cos- 
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tumers and designers may differ 
in their opinions regarding the in- 
fluence of the motion picture col- 
ony upon fashion generally. There 
can be no doubt, however, that 
Hollywood is of great importance 
as a style center, particularly in its 
effect upon Summer styles—sport 
shoes, etc. This is due to the fact 
that the southern California re- 
sorts have their season practically 
a month in advance of any other 
section of the country. In this 
way the styles appearing in other 
sections in later months are the 
result of the original reception of 
these styles in the far Southwest. 


* * * 


Pp aul O. Kuehn, 


well-known shoe retailer and vice- 
president of the Associated South 
Bend Merchants, at a recent meet- 
ing of that organization, delivered 
a strong speech urging confidence 
in economic measures now being 
taken nationally to restore busi- 
ness. He declared that business 
had improved greatly in the city 
during the last two months. 


Were does 


the word “LEATHER” come 


from? A shoe man in Greens- 


* 


WHAT 
SAY 7° Yeu 






boro, N. C., asks the question. 
Here’s the best we could do. Can 
you improve thereon? 

The German word is LEDER 
and many of the Northern coun- 
tries have in their language a 
similar word for leather. Just 
what the derivation is no one seems 
to know. The French word for 
leather is CUIR and the Spanish 
word is CUERO, which goes to 
show that the modern word 
LEATHER comes neither from 
Latin, or Greek source. Frazér 
Moffat gives as his definition for 
LEATHER the following: “The 
definition of the word leather as 
accepted by many legal authorities 
is: A putrescible (liable to become 
putrid) substance rendered non- 
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FOR HIM-TS “BUY No, 
FOR “ou wee ; 
SApVERTISE NOW 





“ADVERTISE NOW” 


—The whole country is now busily engaged 
in concentrating on the second stage of 
the NRA—the “Buy Now” campaign. 

—This campaign can become a great and 
vital success, or a dismal flop. 

—You, Mr. Manufacturer or Mr. Merchant, 
cannot expect the consumer to “buy now,” 
just to please you. That isn’t human na- 
ture, even in prosperous times. 

—The consumer is going to buy first, be- 
cause he needs things, secondly, because 
advertising educates him to want more 
things. 

—Advertising is one of the greatest forces 
in the world to stimulate and assure a 
higher standard of living. 

—More and better advertising will acceler- 
ate the turn-over of stagnant dollars, will 
create more employment, will move more 
goods, will help materially to bring back 
real prosperity. 

—The “Buy Now” campaign will be far surer 
of success if bulwarked by an “Advertise 
Now” policy. 

—Advertising stimulates dollar movement; 
and dollar movement stimulates sales. 


Dace 7. 


President. 











putrescible through the applica- 
tion of certain chemicals or vege- 
table tanning materials.” 


* 


a * 

i H. Geister 
at the Mellon Institute, makes the 
following test for Vici Special 
leather for Robert H. Foerderer, 
Inc., of Philadelphia: 

The scuffing resistance is mea- 
sured by a drum apparatus that 
throws shoes loaded with sandbags 
violently against the abrasive and 
drum. It is based on impact cut- 
ting forces. The test shoes, which 
resemble those in actual service in 
firmness and shape, are thrown 
from almost the height of a thirty- 
inch high drum twice each revolu- 
tion. The drum turns at a speed 
of eighteen revolutions per minute, 
and the test is continued for seven 
hundred revolutions, during which 
the drum rim travels for more than 
a mile. 

Worn samples from five differ- 
ent competitive leathers have been 
rated numerically: on the basis of 


number of scuffs, area scuffed, and 
depth of disfigurements, the figure 
of one hundred representing a per- 
fect condition. The leather tested 
rated 95 per cent. 


Who knows 


Joseph Wilmot? His son wants 
to locate him and has been search- 
ing for t'venty-five years. 

Josep Wilmot was an expert 
laster in the shoe industry, located 
in Brockton. The last heard of 
him was that he was in Texas. 

In a feeling that once a shoe- 
maker, always interested in shoes, 
this request is made by H. C. Wil- 
mot, 4120 Fullerton Avenue, Chi- 
cago, Illinois. 


ok 
* 


* 


* Ox 
F - E. Foster 
& Company of Chicago, creedo’s: 

“WE BELIEVE in the Integ- 
rity of Quality and in the True 
Value and Trustworthy Service 
which compose its innate char- 
acter. 

WE BELIEVE that only 
through Quality can the funda- 
mentals of Sound Economy be at- 
tained and that True Elegance and 
Distinction are only possible when 
Quality is a definite objective. 

On this FIRM FOUNDA- 
TION the business of F. E. Fos- 


= Livy 






ter & Company has been built and 
we place Our Faith and Our Fu- 
ture in the Maintenance of these 
Principles. 

WE BELIEVE that Merit .. . 
Excellence . . . Value . . . Use- 
fulness—are the desires of dis- 
criminating buyers. They are our 
patrons. We have assurance that 
only through Quality can we serve 
them satisfactorily and thus be 
worthy of their Confidence in 
Foster Shoes for Women and 
Children.” 


* ok 


How many soles 
toa pair of shoes? A pair of army 
shoes, which Victor Sobecki of 
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Michigan City, Ind., purchased 
for $5.00 in 1916 and has had re- 
soled thirteen times, were recently 
repurchased by the original dealer 
in the city for $2.00. Sobecki says 
he had his shoes resoled thirteen 
times and thought it would be un- 
lucky to wear out the thirteenth 
pair of soles, so he was only too 
eager to resell them to the original 
dealer, who recently displayed them 
in his shop window. 


* * * 
When a retailer 


rates an editorial in his local paper, 
it’s a sign that he plays an im- 
portant part in that community. 
The Nashville Banner editorializes 
as follows: 

“The name of Meadors is syn- 
onymous with good shoes and fair 
dealing. 

“For forty years, a Meadors 
shoe business establishment located 
on Union Street has catered to the 
foot-needs of Nashvillians and 
Middle Tennesseans. 

“With the death a few months 
ago of Allen H. Meadors, son of 
John A. Meadors, founder, the 
business passed into the hands of 
members of the third generation of 
the family, Harrell Meadors and 
Allen H. Meadors, Jr., and they 
have opened at a new location in 
Sixth Avenue, North. Here, with 
a force of men who have been as- 
sociated with the firm of John A. 
Meadors & Sons for years, they 
will carry on. 

“The present heads of the firm 
enter the new phase at a time when 
any business activity acts as an en- 
couragement of public confidence 
in the recovery of the nation. 
Meadors’ store, therefore, is in step 
with the remedial measures of the 
times. We take pleasure in con- 
gratulating the Messrs. Meadors 
on their enterprise and the public 
on having the continued service of 
this important institution.” 


*k ok x 


J im Moorhead, Jr., 


of Moorhead’s Shoe Store, Quincy, 
Mass., says: 

“Unless labor gets more money 
and is willing to spend it through 
paying better prices, we will all be 
back in the same old hoat again. 


So for that reason we must put 
the NRA over, for our own salva- 
tion. Thus far it hasn’t directly 
helped the retail shoe business, al- 
though it has created a better spirit 
of confidence. We need to have a 
lot of patience and to realize that 
we cannot leap into prosperity. We 
have got to get there step by step.” 
oe 


Scent Chase, 
economist, at the meeting of the 
Consumers Advisory Board in 
Washington, said: 

“The consumer’s ability to buy 
must somehow be made to match 
modern science’s ability to produce 
goods quickly and in the mass. The 
problems of production have been 
mastered. We now have our capi- 
tal plant built. In 1929 we were 
able to use not more than half of 
our productive capacity. In March, 
probably not more than 30 per cent 
was being -used. To let the con- 
sumer in on the enjoyment of these 
easily made goods, and to keep men 
working at capacity to manufac- 
ture them, is the great economic 
problem today.” 

* * 


Harry Silver 
who buys the men’s shoes for 
O’Connor & Goldberg, said: “Dur- 
ing the past Summer 35 per cent 
of our trade was from out-of-town, 
yet our regularly planned stock was 


i; 
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ample. True, the fellows from the 
small towns wanted the jazzy 
styles, while the substantial men 
from other cities bought the more 
conservative patterns; but our 
early planned stock sufficed al! 
needs.” . 
Concerning the present price sit- 
uation, Mr. Silver went on to say: 
“Every shoe dealer should be tak- 
ing steps right now to build up a 
good financial surplus to take care 
of the inevitable shrinkage which 
is bound to come. This may not 
come for some time, but it is sure 
to arrive, so a healthy surplus 
should be accumulated when the 
accumulating is good.” 


* * 


Saks -Fifth Avenue 


introduces new shoes for new 
uses. First—the tie-less oxford. 
Instead of lacing, it fastens with 
a zipping Talon slide. It’s a smart 
and comfortable shoe made with 
easy lines and a short plug vamp. 
A special feature is the instep sec- 
tion, of stitched leather strips on 
elastic, which “gives” as one walks 
—molding the shoe to the foot in 
the smoothest possible fashion. 
The second is the “Skit-Skat”— 
a shoe for skating or cycling, de- 
signed with expert professional 
advice—for roller skating or bi- 
cycling. It has a bicycle bal toe 


modernized and a skate strap that 
slides through the tongue. 


Po amen aay 


“See here! | distinctly asked for pinking not wheeling; | don’t like a Vienna cut; you've 
given me dongola instead of cabretta; the saddening agents used were of poor quality; and 
what’s more, you’re weak in podiatry as this model pinches my instep.” 
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What to Buy and Promote 


Merchandising Analysis for Next Season's 
FOOTWEAR 


from the Viewpoint 


of FASHION 


New way to show shoes. 
Miss Nichols illustrated 
her talk at the Styles 
Conference with silhou- 
ettes of shoes, from 
drawings by Zinetti, in 
the actual leathers and 
colors, reproduced on 
charts in heroic size by 
the Riley Associates, 
New York. 





By RHEA NICHOLS 
Stylist, Allied Kid Co., New York 


An address before the Joint Styles Conference conducted for the shoe and 
leather industries at Hotel Astor, New York, October 3, 1933. 


The first thing we have to know 
is: What costume types are women going to wear for 1934? What 
sort of clothes will be included in the average, and what sort in the 


volume wardrobe? 

Broadly speaking, I find the mode to be divided into two fairly 
parallel types. And when I say parallel, I mean that the same woman 
can include both in her wardrobe. Of these two, the first is the 
softened, semi-sports type which is coming to be more an essential 
as a result of our increased interest in “Town-and-Country” life, the 
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for Spring.... 


not too tailored but not too sportslike costume which a woman can 
wear in a country or suburban town and still wear informally in 
larger cities during the day. It is best represented in tweed or 
light woolen fabrics, a casual type of suit or ensemble. It is the 
sort of thing appropriate to women of all ages. It is dressed up 
for town wear, or keyed down to sportswear, by changes of acces- 
sories, which is a good note for you to play up. With it, you have 
a chance to sell—if you are clever about it—at least two pairs of 
shoes; the active country type of monk, ghillie or broad strap 
sandal in calf or kid, and, for dressier wear, the tailored oxford, 
the one eyelet tie or the step-in in the same leathers. 


Number two in the list of costumes which headline this Spring’s . 


wardrobe is the feminized version of the tailored mode—the soft 
flattering suit of dressmaker type worn with a becoming blouse, 
or the fur trimmed dark coat worn with a light pastel crepe dress 
or a light coat with dark dress. This is a “natural” for the mature 
woman, the woman whose interest is less in sports occasions, or the 
business woman of whom a little more is demanded. This also 
is an all-day costume. With it, you want to sell shoes of the newer, 
more intricate patterns and higher heels, the one and two eyelet 
ties which are really the 1934 version of the trimmed pump, in calf, 
kid or suede, alone or in combinations, sometimes reptile-trimmed. 
A third costume type, which should be counted on for somewhat 
less volume, but still has to be represented in the shoes to accom- 
pany it, is the true tailored costume—the man-tailored type of 
thing such as we have had this Fall in neatly fitted, double breasted 
coats, or suits, with notched collars, furless. This appeals to a 
smaller group of customers, notably the young girls with slender 
figures, and the older woman who always has her clothes made to 
order. It should be accompanied by classic types of footwear such 
as the calf oxford, with or without leather heel, the tailored kid 
pump, the two or three buckled shoe with tongue and a moderately 
high heel. 
[TURN TO PAGE 38, PLEASE] 





HE shoes shown on these pages were 

sketched from silhouettes of advance 
Spring patterns and shoes now in the 
making that will carry through for 
Spring, which were shown by Miss 
Nichols at the Joint Styles Conference 
to illustrate her analysis of the coming 
fashions in footwear. 


To help her hearers visualize the shoes 
as they will actually appear, Miss Nichols 
had the silhouettes cut from the actual 
leathers that will be used, in the colors 
adopted as official Spring shades by the 
tanners, in cooperation with the Textile 
Color Card Association. The complete 
presentation afforded an accurate pre- 
view of the Spring footwear fashion pic- 
ture, as seen by this stylist on the basis 
of information now available 
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American industry must help 
the public to find the goods it needs . . . and adver- 
tising is the modern method,” states National Recov- 
ery Administrator Hugh S. Johnson in his effort to 
stimulate buying at the source and restore public 
confidence. 

Retailers of shoes and every other kind of mer- 
chandise must do their part. This is the time when 
a concerted push is needed to increase sales at retail 
and put over the National Recovery program. Thus 
far this Fall retail shoe advertising, except depart- 
ment store promotions, has been woefully ineffective. 
Shoe stores, apparently, have been paring down ap- 
propriations at a time when increased advertising was 
plainly indicated as the next important offensive 
move in the war to end depression. 

With satisfactory evidence to the effect that over 
and above an actual limitation of purchasing power 
on the part of the public, there has been a widespread 
“tightening of purse strings” produced through fear 
of the future, and with the firm conviction that this 
evil can be overcome by the proper and effective use 
of advertising as a confidence stimulus, General 
Johnson has offered a nation-wide proposal to every 


industry. 
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Sell More 
Pairs Is 


Needed 
NOW 


Brochures containing sample advertisements of 
several basic businesses have been issued at Wash- 
ington, and are offered as suggestions which may be 
helpful in the promotion of renewed sales effort. 
These advertisements may be used in two ways: 

(1) A group of the leading manufacturers and 
retailers in any one industry can combine to sponsor 
a continuous series of advertisements selling the in- 
dustry and its products over their combined sig- 
natures. 

(2) In each industry individual manufacturers and 
retailers can run a specified number of advertisements 
which promote their own branded merchandise using 
the more general arguments contained in the sample 
copy as background material. 

There is invested much faith in the success of this 
program and the conclusions reached have been the 
result of the combined efforts of the men connected 
with the Recovery Act and leading merchandising 
authorities. 

The evidences which have been conducive to the 
formulating of this campaign are pertinent. 

There is evidence pointing toward a more secure 
future, and there is evidence that the public fear is 
in the initial stage of passing. These statements are 
substantiated by the increased employment, industrial 
production, farm prices, payrolls and the decrease in 
business failures during the months of July and Au- 
gust over the corresponding period of last year. An 
intensive sales effort is the prime need now. 
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Fall Push to 
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LOOK AT YOUR FEET To Sell Shoes 


“They show where you stand! 


SHABBY SHOES, scuffed and worn, go tramp- 
ing up and down our roads and streets, in and 
out of our homes and offices and factories and 
stores. Or— 

Neat new shoes, trim and shapely, go dancing 
along to work or play, expressing the spirit of 
these step-ahead times. 

There’s nothing like new shoes to turn a 
heavy tread into a happy confident forward 
march! Ask yourself if it ever really pays to 
be shabby. All too often, pinched pennies buy 
nothing but a broken spirit. Can you afford to 
be ashamed before the family, to walk down the 
street, to go to work? 

There’s something else to think about, too, 
and that is health. It is a fact that shoes that 
are run down at the heel and worn out of their 
proper shape affect you physically in ways most 
people never suspect. They can cause aches 
and pains, not merely in the feet and legs, but 
even in the back! 

Every once in a while a case of apparent rheu- 
matism is cured by new shoes, properly fitted! 

Don’t let old shoes drag you down as well as 
around—buy new ones, NOW! Put your foot 
down on and not in old shoes. Organizations 
such as the Salvation Army are eager for cast- 
offs—turn your feet into helping hands! 

And here’s a TIP ON LONG WEAR: 

You'll get much longer wear out of your new 
shoes if you buy not one but two pairs, and 
wear them alternately. Give the leather time 
to rest and recover its shape. Shoe trees cost 
little and last forever; put them in shoes that 
are not being worn and you'll get still more 
miles and months per pair, plus better appear- 
ance and continued correct fit and comfort. 
And remember the bootblacks—they have to 
live, and frequent polishing preserves the 
leather. 


Undershod America: 


In 1929 there were 362 million pairs of shoes 
made, and nobody has more than two feet or 
can wear more than one pair of shoes at a 
time. 

In 1930, 300 million pairs were made. Old 
shoes were worn, instead of being thrown at 
the bride. 

In 1932, 317 million pairs. We began to dis- 
cover that new shoes were essential, after all. 
Pe and 1934 must be and will be better 
shod. 


Feet, Do Your Part! 


Already shoe prices have been increased 
slightly in some places. Further rises are inev- 
itable. The cost of everything that goes into a 
shoe has gone up, and retail prices must go up, 
too, to pay the labor and materials that make 
the shoes on which America is marching swiftly 
forward. 

These increases are an essential part of the 
great constructive effort of the Nation. Each 
one means just that much further progress 
toward the time when every human effort shall 
be properly rewarded and everything touched by 
human hands shall be fairly valued, when the 
day’s needs shall be plentifully supplied by the 
day’s work. 

Shoes now in the stocks of the stores cannot 
be replaced at today’s prices; you have for only 
a little while the opportunity to show where 
you stand by buying the bargains that may never 
come again. 


LL 
*From Text of Cooperative ad. 


Use This Campaign 


Action 1—CONVINCE the consumer that he will 
effect a saving by buying your product now. 

Action 2—CONVINCE the consumer by giving him 
evidence that the general situation is 
improved. 

Action 3—CONVINCE the consumer that future 
price rises are not only inevitable, but for 
the good of all concerned. 

Action 4—CONVINCE the consumer of the reliabil- 
ity of your product by telling him specific- 
ally of your goods and the values offered. 

Action 5—CONVINCE the consumer that he need 
no longer fear to buy. 
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Customers become instinctively at' ease when seated in this 
beautiful shoe department, with its restful atmosphere and 
comfortable furnishings. 


‘tie room was a jewelry shop. 

Now it is a jewel box—for the selling of women’s 
fine shoes. 

That, in a sentence, is the story of the moving of 
the Bergdorf Goodman shoe salon from its former 
spot on the second floor of the building to its own 
special home on the street level. 

As it is now situated, this outstanding New York 
shop has the advantages of an individual store, plus 
the important advantage of being associated with a 
world famous woman’s style establishment. There are 
two street entrances on Fifth Avenue, one either side 
of the window, then an inside entrance leading to the 
main store. 

This room is a faithful reproduction of a French 
salon. Many customers have remarked that the 
furnishings, colors and arrangements forcibly remind 
them of fine old French homes that they have visited. 

These furnishings are purely French and are au- 
thentic reproductions of period chairs, seats, cover- 
ings, tapestries and colors. Even the massive crystal 
chandeliers and the eight crystal matching side brac- 
kets were made especially for this room. The dom- 
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A Shoe Salon 


New Bergdorf Goodman Department Has 
the Atmosphere and Elegance of a Fine 
Old French Interior, with Furniture and 


Decorations in Perfect Harmony 


By 
HARRY R. TERHUNE 


inant color tone is a soft greenish beige, which will 
wear well with age. These colors have stood the test 
of time for hundreds of years and impart a soft 
beauty which never tires. 

The one window is truly a work of art. Nobody 
passing the shop can fail to be stopped by its strik- 
ingly original beauty. A fair idea of this window may 
be gained by studying the view from the shop to the 
street. It will be noted that the window casing does 
not reach to the top of the glass front, and that near 
the top of the show window frame is what appears 
in the illustration as a bar extending across. That 
is the light trough. Hidden in this trough are many 
powerful lamps which throw their light down through 
especially ground glass. This results in a perfectly 
evenly lighted window display, with absolutely no 
high lights or shadows, something which lighting 
experts have long experimented to discover, but had 
not realized. 

It was through Edwin Goodman, himself, president 
and sole owner of the Bergdorf Goodman establish- 
ment, taking such a personal interest in the fashioning 
and planning of this shoe salon that such a harmonious 
result was attained. Mr. Goodman feels most kindly 
toward the shoe section, therefore was anxious and 
willing that it should become the country’s best. 

The present position of world-wide acceptance 
aniong the women of fashion of the Bergdorf Good- 
man store and the shoe salon in particular, is due to 
the policy of having what they want when they want 
it. That is where Harold R. Williams enters this 
picture. 

Williams lays no claim to being a wizard in style 
picking and shoe merchandising. In fact he is so 
modest and unassuming that it is hard to get him to 
talk about the job he is doing here. He dismisses his 
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True to the 


tine talent for accurately supplying the wants of his 
extremely particular clientele by claiming it is “just 
a matter of good taste.” Those who have seen him 
in action in a sample room tell how he quickly sizes 
up a line, then instinctively picks the one or two pat- 
terns which will sell in his shop. 

Merchandising, Williams does say, is just a matter 
of training—right style thinking, right style living 
and right style environment. That’s the foundation 
of style instinct. It is the same with his customers. 
They instinctively pick up the new fashions and know 
what is right. 

Furthermore, he has proved to his own satisfaction 
that the main factor in developing merchandising in- 
stinct is through close contact with the trade on the 
floor and by never being too busy to spend five min- 
utes in talking with any man on the floor who has 
something on his mind. 

A buyer, according to the Williams code, should 
always be where he can be seen and heard. He should 
be in a position, physical and mental, to give the right 
word that is helpful in closing a sale. Many women 
who spend a great deal of money on shoes want to 
confer with the head of the department. This is no 
reflection on the store sales organization, for every 
one of the B. D. selling staff is exceptionally well 
trained and schooled. To see the personnel of the 
store leaving the establishment at night is like wit- 
nessing a fashion parade. Most of the salesforce 
make regular European trips on their vacations. 
[TURN TO PAGE 40, PLEASE | 


"The magnificent win- 


dow shown below is a 
distinctive feature of 
the Bergdorf Goodman 
salon. Note the com- 
fortable chairs and set- 
tees designed to make 
customers feel at home. 
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Foot Welfare and Shoe Progress 





DUDLEY J. MORTON, M. D. 


A farmer decided to convert 
a piece of rough ground covered with a heavy growth 
of weed and brush into a tillable field. After cutting 
down and removing the wild growth, he finds himself 
confronted with a different job in clearing away half- 
buried rocks and stones which had previously been 
obscured by the more conspicuous vegetation. Sim- 
ilarly, with the virtual disappearance of severe toe 
deformities, the problem of foot welfare has become 
greatly changed. It is now concerned chiefly with 
the static disorders of the feet usually referred to as 
“arch trouble” and “metatarsalgia.” The simile has 
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By 


Dudley J. Morton, M. D. 


No. 2 in a Series 


Dr. Morton is Associate Professor in the Department of 
Anatomy, College of Physicians and Surgeons, Columbia Uni- 
versity, New York. Some of his other affiliations at the pres- 
ent time are as follows: 


Research Associate, American Museum of Natural 
History, N. Y. 


Secretary- Treasurer, American Association of Physical 
Anthropologists. 


Fellow, New York Academy of Medicine. 


Member, American Association for the Advancement 
of Science; American Association of Anatomists; Ameri- 
can Society of Mammalogists; American Anthropo! ogical 
Association, and others. 


SPECIAL FIELDS OF STUDY: 

Evolution and development of the human foot; 

Comparative studies of mammalian feet; 

Biochemical analysis of normal feet; 

~ studies of static disorders of the human 
oot; 

Evolution of erect posture; 

ey development of human body form; and 
others. 
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a further application, in that the toe deformities were 
essentially external or surface disorders, easily seen 
and understood by looking at the foot; but the static 
disorders are deep-seated, and involving the internal 
mechanism of the foot, present a problem calling for 
a much higher degree of technical knowledge in order 
to contend with them successfully. 

Static disorders affect two portions of the foot; 
namely, the long, arched inner border, and the anterior 
portion of the foot directly behind the toes. The 
more common site of trouble is the inner longitudinal 
arch extending from the heel to the base of the great 
toe. This arch may normally be high or low in its 
contour ; some individuals, even races, have very low 
formed arches, but their feet are perfectly good and 
useful structures; others, with high arches and feet 
that seem to be more ideally formed, are very sus- 
ceptible to foot strain and to painful disability. Ex- 
perience has clearly shown that the height of the arch 
is not the important factor, but how perfectly body- 
weight is balanced upon the foot. 

“Arch trouble” begins when body-weight is not 
distributed properly to all parts of the foot, but be- 
comes concentrated upon the inner border as when 
the foot assumes the “weak ankle” position. This 
faulty posture of the foot is technically called “Pro- 
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nation.” ‘Fallen Arches”, from its mildest form to 
the extreme stage of Flat Foot, are identified profes- 
sionally as progressive degrees of pronation. For 
example, according to the usual Army examinations, 
first degree of Pronation shows a mild, but recogniz- 
able amount of the weak ankle posture; second de- 
gree of Pronation is an increase in deformity whereby 
body-weight becomes definitely concentrated upon the 
arched inner border of the foot; third degree of Pro- 
nation is a more advanced stage of that faulty posture 
with some actual depression of the arch; and Pes 
Planus (Flat foot) is the condition in which the arch 
has collapsed. Painful symptoms of foot disorder 
originate most frequently during the stage of second 
degree Pronation. 

Anterior foot trouble (metatarsalgia) bears a direct 
relation to longitudinal arch trouble in a large pro- 
portion of cases. This type of static disorder occurs 
both in men and women, being essentially an adult 
ailment, but it predominates in women because their 
high heels throw a much greater burden of body- 
weight upon this portion of the foot. Its frequency 
as a separate entity is not easily determined; and for 
the present purpose of discussion, it is sufficient to 
combine the incidence of these two types of static 
disorder on a basis of available statistics and general 
observations. 

It might first be remarked, however, that static 
disorders are recognized as progressive, and in addi- 
tion to the original fault, that advancing maturity 
introduces the accumulative effects of other factors 
which tend to amplify any existing disturbance in 
the foot’s mechanism. For example, certain occupa- 
tions requiring long periods of standing, severe and 
debilitating diseases, and in women, pregnancies act 
very viciously in this manner, with the result that 
there is a tendency for static disorders to show a 
steady increase among the adult population until after 
middle age has passed. 


A combined estimate of the 
relative frequency of both types of static disorder in 
100 males and females, classified according to the 
degrees suggested above, would show approximately 
the following distribution: 


Males Females Average 
20 10 15 


OBOE oc. ss otsia eas. keelee's 

BIPSt GESLCE 2. ccc scaes 40 30 35 
Second degree ........... 35 55 45 
PRMEG GEQEEE: 2. bcc ec ee ss 4 4 4 
MIN oa 65 sek ee 1 1 1 


The first two groups (normal and first degree of 
disturbance), comprising on the average half of the 
total number, need not be brought into present con- 
sideration ; except under unusual conditions, they are 
not liable to serious foot trouble. The last two 
groups, which are by far the smallest, should also be 
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excluded from the general problem of foot welfare, 
because their advanced condition places such indi- 
viduals in a class which requires the highest order of 
direct professional attention. Thus the foot prob- 
lem in its largest scope of preventive and corrective 
need centers upon the second degree group. It is 
this large group that presents real susceptibility to 
active foot trouble and requires only some little extra 
disturkance to bring on acute foot strain and painful 
disability. 


Disorder in the mechanism 
of the feet is seldom given any attention until the 
joints and nerves have become badly inflamed and 
irritated ; consequently when pain occurs it is not an 
indication of a beginning disturbance, but of a long- 
standing disorder that has been ignored until the 
tissues can no longer hold up under the strain. If 
the inflammatory conditions are allowed to continue, 
it will not be long before an established case of foot 
trouble will have been developed. 

Jecause pain is such an obvious symptom, it has 
been taken as the simplest means of classifying feet 
into two general divisions—feet that are not painful 
being regarded as comparatively normal, and painful 
feet, as abnormal. Apparently as a result of some 
such simple classification, shoemen in their corrective 
efforts have had their attention concentrated upon 
the small group advanced and difficult cases of foot 
trouble, oblivious of the far greater opportunity open 
to them in the preceding stage. While the interest of 
shoemen in the more advanced disorders of the feet 
has undoubtedly been induced by public need for 
foot relief, that degree of disorder is complicated by 
certain deep-seated pathological changes which would 
seem to mark them as undesirable risks from an effi- 
cient business standpoint. The second degree of foot 
disorder presents a field which, because of the large 
proportion of persons involved and their lack of con- 
tact with other helpful agencies, seems ideally adapted 
for the particular attention of the shoeman. For, 
until the public has been educated to recognize the 
primary signs of foot disorder, who is in a more 
favorable position than he, through his universal con- 
tact with the public from infancy to old age, to ex- 
tend help to this neglected group? 

But the opportunity is one that he can hope to 
develop successfully only through sincere effort 
backed by accurate and scientific knowledge of the 
conditions he attempts to treat. It will not be done 
on hunches or guesswork. Probably the most vulner- 
able element in shoemen’s attempts to merchandise 
“corrective” shoes has been their willingness to invest 
millions of dollars in the manufacture of their prod- 
ucts, but without thought of using even a small part 

[TURN TO PAGE 40, PLEASE] 
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~ Move the Shoes 


The ten most important weeks 
of the year are just ahead. In these weeks more 
shoes have got to be sold than have been sold in any 
comparable final ten weeks of the year. The months 
of September and October did not record the volume 
of sales needed to give the proper Fall punch to the 
cash register. That backward demand must now be 
tapped if the year 1933 is to show any improvement 
over ’32. Salesmanship is the only thing that cane 
do it. Seasonable weather will aid but natural sales, 
because of need, are not adequate to move the shoes 
of a nation from shelves to feet. 

Timely indeed was the NRA advertising campaign. 
It is the first time in American history that a branch 
of the government stepped into trade to move goods 
towards the public. The NRA expects to hammer the 
campaign “Now is the time to buy” during every week 
of the Fall season. Posters, retail advertisements, 
cooperative pages—all are expected to do their part 
in stimulating trade. 

But more than words are needed. 
come for deeds in salesmanship. Too many merchants 
approach the Fall season with the idea that millions 
of people restored to work at minimum wages would 
huy goods at any price asked. But the truth is that 
the employment drive did not result in an overwhelm- 
ing tide of pay envelopes. 

No industry showed greater restraint in advancing 
its prices than did the shoe industry. Other stores 
took items that were subject to processing taxes, etc., 
and pushed the retail price up 50 per cent ; but the wary 
public did not respond. But shoes at today’s prices, in 
every store, are an excellent value for the money asked. 
The public is not resisting buying for the purpose of 
putting pressure on prices but the result is almost the 
The public is finding that food and fuel and 
Shoe 


The time has 


same. 
necessary items have appreciably increased. 
buying, therefore, has been retarded. 

Now comes the time for the stimulation of buying 
hy better salesmanship. Shoes are worth the price if 
service is added to the sale of the article. Just counter 


from the Shelves 


Wrap-ups or casual fitting is not enough these days. 
The customer expects more in the point of service. 
Up to this writing, the Consumer’s Board in Wash- 
ington has no complaint on the docket against shoe 
men and shoe merchants for violation of the Blue 
lcagle or for “profiteering.” The Consumer’s Board 
is eternally vigilant. The Compliance Board, whose 
duty it is to see that the code is enforced, stands ready 
to dig the claws of the Blue Eagle into offenders in 
every district in the country. Several examples of 
evasion of the Blue Eagle code have already resulted 
in withdrawal of the emblem from the store and con- 
sequent adverse publicity. The hour schedule under 
the President’s Recovery Act, is limited to a 40-hour 
week and hope is expressed that the retail code will 
soon be signed, sealed and delivered so that the ma- 
jority of stores may have the opportunity of increased 
clerical hours during the weeks prior to 1934. 

Code evasions through the giving of meaningless 
titles such as “assistant manager” to minor employees, 
causes General Hugh S. Johnson to issue the follow- 
ing statement : 


“In the President’s Reemployment Agreement it is provided 
that the maximum hours shall not apply ‘to employees in a 
managerial or executive capacity who now receive more than 
$35.00 per week.’ 

“There are provisions in various codes excepting from the 
limitation upon hours of those described as ‘managers’ or 
‘executives’ and complaint has been received that in many 
instances employees are classified as ‘managers’ or ‘execu- 
tives’ either for the purpose, or with the result, or exempting 
them from limitations upon hours. It has not been the inten- 
tion of the Administration in approving such exceptions to 
provide for the exemption of any persons other than those 
who exercise real managerial or executive authority, which 
persons are invested with responsibilities entirely different 
from those of the wage earner and come within the class of 
the higher salaried employees. 

“It will be presumed that no employee receiving less than 
$35.00 per week will be classified as a ‘manager’ or ‘execu- 
tive’ so as to be exempt from any provision of any code 
regulating the maximum hours of work permitted in a trade 
or industry. Violations of the requirements of any code, as 
here interpreted, should be reported to the National Recovery 
Administration.” 


All these factors have a bearing on the volume of 
business and the expectation of profit in the last weeks 
[TURN TO PAGE 51, PLEASE] 
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IT’S SOMETHING TO TALK ABOUT! 


This NEW SPRING Line 
of 
ENNA JETTICKS 


Enna Jettick salesmen from every state in the Union 
have left Auburn with their new Spring line of Enna 
Jettick Shoes after attending their Semi-Annual Sales 


Convention. 


These salesmen are now calling on their trade, showing 
the new Enna Jettick models for Spring. When you see 
this line, with its new styles, outstanding values, and its 
big Enna Jettick range of sizes and widths, you'll realize 
that once again Enna Jettick has given its dealers a line 


that justifies the claim that 


“ENNA JETTICKS ARE THE MOST 
SALABLE SHOES IN AMERICA!” 


189 Sizes and Widths 
1 to 12—AAAAAA to EEE 


To retail at $5 and 56 


‘‘You need no longer be told that you 
have an expensive foot.” 


ENNA JETTICK SHOES, INC. 
Auburn, N. Y. 7 
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The National Seasonal Opening 


Third Annual Seasonal Opening to Be Conducted by National 
Commodore, New York, 


The National Seasonal Opening Has 
of Shoe Buyers Throughout the Country 


Pittsburgh, Pa. 


“The National Seasonal Opening, conducted by the 
Manufacturers Association, in December is very im- 
portant, in my estimation, for all retailers, particu- 
larly with conditions as they are and will be later 
Minneapolis, Minn. in the season. The closer the retailer gets to the 
‘In my opinion, it is a most progressive step for manufacturer, the more he will be able to keep up 
the Shoe Manufacturers to sponsor the National Sea- his end as regards to style, quality, ete. For these 
sonal Opening in December, as we retailers know reasons I am strongly in favor of your December 
at that time just as well as later what shoes can Showing.’’ 
be bought for spring. Also the manufacturers have Frank & Seder, Inc., Harry A. Marx 
more time to make the shoes, and the retailers, I 
believe. will get better shoes. I am for it.’’ 


Cc. M. Stendal 


San Francisco, Cal. 
‘‘] would no more think of missing the National 
Seasonal Opening of the National Boot and Shoe 
Manufacturers Associaticn than I would of neglect- 
ing an urgent business conference: Its value to Re- 
tailers is an established fact; to miss it is to over- 
look an opportunity to better one’s business.’ 
Sommer & Kaufman, Max H. Sommer 


Holyoke, Mass. 

‘“‘The December Show in New York is becoming an 
important factor influencing shoe retailing through- 
out the country, and in December, 1933, it will be 
doubly important because of the changes the shoe 
business is undergoing. We are happy to endorse this 
cooperative effort on the part of shoe manufacturers.’’ 
Thomas S. Childs, Inc., B. W. Childs 


Philadelphia, Pa. 


‘The National Seasonal Opening is equally bene- 
ficial to the Manufacturers and the Retailers in as 
much as constructive ideas and opinions are ex- 
changed early enough to determine more efficiently 
an authentic supply for the season’s demands.’’ 


Strawbridge & Glothier, J. A. Elinoff 


Los Angeles, Cal. 

“I am contemplating attending your Fall Opening. 

~ December 5th to 8th, as same occurs at a very 

Miami, Fla. opportune time for our business, as it enables me 

to compare the various lines and prices; also, so 

that we have spring merchandise on our shelves 

in time for the consumer’s demand, which usually 
manifests itself late in January.’’ 


Wetherby-Kayser Shoe Co., F. H. Bush 


‘In having the show early in advance of the selling 
season, is a very good idea for the manufacturer, 
as well as the retailer, and to repeat it certainly 
was very advantageous from every angle to have 
sent Mr. Cowan and Mr. Scarborough. I certainly 
sponsor the show, with the recommendation that you 
try and make it just one week earlier than last 
year."’ 
Cowen-Nankin Shoe Stores, Inc., 
y B i , . 
Henry ulbin Washington, D. C. 
“‘T always attend the National Seasonal Opening be- 
cause of the benefits derived therefrom. I think 
that the time is ideal, and it affords an opportunity 
F Dallas, Tex. to see the representative lines, exchange ideas with 
“The National Seasonal Opening appealed to me other buyers, and get information from which to 
very much for the simple reason I learned a great formulate plans with a more definite thought of the 
deal in the three days while I attended same. It coming season.”’ 
saved me a lot of time because by attending the 7 
New York Convention I knew exactly what I wanted S. Kann Sons Co., S. G. Spitzer 
to buy. Therefore, I am not going to miss the next 
December Convention in New York because as stated 
above it is worth while to see the beautiful dis- 
plays."’ 
Aronoff Shoe Company, B. Aronoff = 7 ™ 
Dany, - Newburgh-Beacon, N. Y. 
‘‘Any means that affords and assists the small as well 
as the large Shoe Retailer in gaining an advanced 


Paterson, N. J. 
“We think it is a mutual advantage to hold the 
Seasonal Opening early. First, because the retailer 
has an opportunity, early in the season, to see vari- 
ous lines at one time, thereby enabling him to lay 


conception of the future season’s high-lights, deserves 
favorable comment. The Annual National Seasonal 
Opening offers such an opportunity.’’ 
John Schoonmaker & Son, Inc., 
J. Russel White 


J 


a foundation for constructive buying. Second, be- 
cause it is an advantage to the manufacturer who 
in turn can make better shoes for the retailer over 
a longer period of time."’ 


Malool’s, Charles J. Malool 





a 


THE FOLLOWING MANUFACTURERS HAVE ALREADY MADE — 
THEIR ~ENTRAI 


Detroit, Mich. 
“‘I was very much interested in the National Sea- 
sonal Opening at the Commodore Hotel last Decem- 
ber. It helped me very much in selecting colors and 
the kinds of materials to be used for Spring footwear. 
I believe this is a help to all retailers who want to 
keep up with the style trends.’’ 


Alfred J. Ruby, Inc., Edward A. Bernie 


New Haven, Conn. 
‘“‘Have always found the National Seasonal Opening 
by the National Boot and Shoe Manufacturers Asso- 
ciation of inestimable value in securing advance 
style and color information. This is, as always, the 
-_ step for retailers to successful shoe merchan- 
dising.”’ 


The Edward Malley Co., W. C. O’Malley 





Air-O-Pedic Shoe Co. 

C. H. Alden Co. 

D. Armstrong & Co., Inc. 
M. N. Arnold Shoe Co. 
Ault-Williamson Shoe Co. 
Avon Sole Co. 
Bancroft-Walker Company 
Bates Shoe Company 
Brown Shoe Co. 

Edwin Clapp & Son, Inc. 
Commonwealth Shoe & Leather 


Co. 
Consolidated Shoe Corp. 
W. B. Coon Co. 
Curtis Shoe Co., Inc. 
Curtis-Stephens-Embry Co., Inc. 
Devine & Yungel Shoe Mfg. Co. 
Walker T. Dickerson Co. 


Dodge, Bliss & Perry Co., Inc. 


The Irving Drew Co. 

Dunn & McCarthy, Inc. 

DuPont Viscoloid Co., Inc. 

J. Edwards & Co., Inc. 

L. B. Evans’ Son Co. 

A. Garside & Sons, Inc. 

General Shoe Corporation 

Gerberich-Payne Shoe Co. 

Green Shoe Mfg. Co. 

Gregory & Read Co. 

Huth & James Shoe Mfg. Co. 

George O. Jenkins Company 

Johansen Bros. Shoe Co. 

Johnson, Stephens & Shinkle 
Shoe Co. 

The Julian & Kokenge Co. 

Kane, Dunham & Kraus, Inc. 
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Boot and Shoe Manufacturers Association at the Hotel 
December 5-8, 1933 


Providence, R. I. 


Received the Commendation of Hundreds 
as the Following Letters Indicate 


Boston, Mass. 

“The National Seasonal Opening under the manage- 

ment of the National Boot and Shoe Manufacturers’ 

Association held in New York City last December 

was the best handled exhibit of shoes I ever at- 

tended. It was a real benefit to us and came at a 

time of year when new ideas could be used to the 
best advantage.”’ 

Arnold Glove Grip Boot Shop 

Leonard W. Hollis 


Harrisburg, Pa. 


“IT am of the opinion that more attention should be 
given a fewer number of meetings and make them 
really worth-while. ‘The National Seasonal Opening 
has always been on the preferred list for me and it 
comes at a time when comparison of the different lines 
is most important for early buying.”’ 


Bowan & Company, Walter F. Deissler 


Bronx, New York 
“*Previous to the last New York Seasonal Opening, 
shows have been entirely too late. An early opening 
gives the retailer an opportunity to make his pur- 
chases earlier, gives the manufacturer an opportunity 
to make better shoes for the retailer, thereby avoid- 
ing returns and cancellations. An early style show 
makes for early buying, and early deliveries, and 
consequently shorter periods for markdowns and 
longer periods for profits.’’ 

Dave Weisberger 


New Haven, Conn. 


‘“*Most decidedly the National Seasonal Opening Dis- 
play is worth while continuing, and enlarging upon. 
I attended last year’s and found it very helpful by 
having this early look in on the coming season's 
trends. This was a distinct advantage in rounding 
out my thoughts when buying time came immediately 
following the show, and gives the retailer an oppor- 
tunity for the big broad look at the whole situation.”’ 


Walk-Over Shoe Shop, Sydney Stokes 


Passaic, N. J. 


“The National Opening at the Hotel Commodore last 
December was of great interest to me and to all 
merchants that attended. It prepared them better for 
the following season as to their wants and knew 
what they expected to buy. It was also a great 
help in selecting the proper shoes to meet the de- 
mands of the general publiec.”’ 

Steckler’s Walk-Over Boot Shop 

Louis Steckler 





MADE RESERVATIONS AND HAVE DEPOSITED 


ENTRANCE FEE 


Geo. E. Keith Company 
A. S. Kreider Shoe Mfg. Co. 
The A. S. Kreider Shoe Co. 


Laird, Schober & Co. 


Marshall, Meadows & Stewart 
Newton Elkin Shoe Co. 
Charles Meis Shoe Mfg. Co. 
The Menihan Company 


Milius Shoe Company 
|. Miller & Sons, Inc. 


Miller, Hess & Co., Inc. 
P. W. Minor & Son, Inc. 


A. E. Nettleton Co. 
O'Donnell Shoe Corp. 


The Orthopedic Shoes, 
M. A. Packard Company 


Pedigo-Lake Shoe Co. 


Premier Shoe Co., Inc. 


Red Cross Shoes 

E. P. Reed & Co. 
Rice-O’Neill Shoe Co. 
Rich-Vogel Shoe Co. 
Samuels Shoe Co. 
Schwartz & Benjamin, Inc. 
The Selby Shoe Company 
Sherwood Shoe Co. 

Shoe Form Co., Inc. 
Stacy-Adams Co. 

The Stetson Shoe Co., Inc. 
Teeple Shoe Co. 

United States Shoe Corp. 
inc. Vitality Shoe Co. 
Wall-Streeter Shoe Co. 
Willits Shoe Company 

E. T. Wright & Co., Inc. 





“We feel that the convention of the association in 
December serves a very useful purpose in bringing 
together at one time manufacturers and retailers for 
a review of the styles for the coming season and we 
have found it most valuable in making our plans 
and establishing contact with lines which we are 
intending to use.”’ 


Thos. F. Peirce & Son, Geo. E. Peirce, Jr. 


Danbury, Conn. 
“*I personally believe that the National Seasonal Oyen- 
ing in December is the ideal time. I had the pleasure 
of attending the show last December and found it 
very beneficial. By having it early you gain a better 
insight of the Spring styles and colors.”’ 


Holbrooks Shoe Store, Robert P. Settle 


New Rochelle, N. Y. 
‘‘We relied solely upon the National Seasonal Opening 
in providing a merchandising policy. Our particular 
needs were easily discerned with your complete shoe 
industries display.”’ 
New Slipper Shoppe 
Bernard Weichselbaum 


Boyertown, Pa. 
“I attended the New York show last year and ap- 
preciated the hospitality and knowledge I received. 
Any retailer who expects to gain and hold the con- 
fidence and respect of the shoppers of his community 
should avail himself of every bit of fashion infor- 
mation from every reliable source. I left with a 
definite idea of my requirements of the coming 
season.”” 

R. C. Bauman 


Reading, Pa. 
“The New York show is the only one I consider 
worth the time to attend. Other conventions are 
too late and unfair to manufacturers who must 
crowd several months of early Easter orders into a 
few weeks. This means inefficient and inexperienced 
labor and adds greatly to overhead costs. I am 
enthusiastic about the early National Seasonal Open 
ing."’ 
Kathryn M. Anderson 


New York, N. Y. 
“The National Boot and Shoe Manufacturers Asso- 
ciation are again in the lead with their ideas. The 
seasonal opening at the Hotel Commodore last De- 
cember 6th to 9th, 1932, conducted by the Manu 
facturers Association was a super idea. It was a 
xreat help to every retailer who attended. We whole- 
heartedly endorse this seasonal opening at the 
ae Commodore, New York, December 5th to Sth, 
1933."" 


Tree Mark Shoe Co., Ine., Arthur Schultz 


Philadelphia, Pa. 

“The early Seasonal Opening held in New York last 
year was a real business Exhibition that could not 
but help to be a big benefit to the Retailer in getting 
a line on early Spring Styles. I. personally, am 
heartily in favor of this Annual Show in December." 
N. Snellenburg & Co., Wm. A. Ickler 


New Rochelle, N. Y. 
“The National Seasonal Opening under the direction 
of the National Boot and Shoe Manufacturers Asso- 
ciation held last December at the Hotel Commodore 
is in my opinion an excellent guide for all retailers. 
Our firm certainly received a great many excellent 
ideas and pointers that were indeed very helpful to 
us during our Spring and Summer business which 
were certainly appreciated."’ 
The Palace Shoe Store, Melville Kahn 
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CLICKING wit MILLIONS 


because it speaks their language— 


ECONOMY 


& Everybody knows from experience that it’s smart 
to be thrifty. And that’s exactly why Goodyear 
Wingfoot Sole advertising is causing millions to stop, 


read and BUY— because it talks economy in a big way. 





"No sole ever built can outwear a Goodyear Wing foot 
Sole—the longer the sole wears, the longer the whole 
shoe lasts.” That’s the story Goodyear is shouting 
to thirty million readers week after week — in The 


Saturday Evening Post—in Collier’s—and in Liberty. 


That’s a mighty good sales story to have working for 
you. Be sure you feature shoes that have Goodyear 


Wingfoot Soles. 





When writing advertisers please mention Boot and Shoe Recorder 








Boot AND SHOE RECORDER : 
combining THE SHOE RETAILER, Oct. 21, 1933 





none : fs Eas 


-ollier's 7: 


sien BRADSHAW 











WINGFOOT SOLES AND HEELS 
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Sees World W 


VIRGIL JORDAN 


Virgil Jordan was born at Olean, New York, June 3, 1892. 
He was graduated at the College of the City of New York 
in 1912, and afterwards did postgraduate work in eco- 
nomics at the University of Wisconsin, at Columbia Uni- 
versity and foreign universities. He was an instructor in 
economics at Wisconsin, 1912-14, and thereafter served 
as associate editor and special writer on economic and 
sociological subjects with “Everybody's Magazine” until 
1920. Mr. Jordan then became chief economist and editor 
of publications of the National Industrial Conference 
Board, 1920-29. In 1929 he became economist for the 
McGraw-Hill Publications. Three years later, in December, 
1932, he returned to the National Industrial Conference 
Board as president of that body, succeeding the late 
Magnus W. Alexander. 
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@ Upturn 


in 


usiness 


Fundamental Character of Im- 
provement Shown in Fact that 
Capital Goods Industries Have 
Outstripped Others in Rate of Re- 
covery from March to August, 


Virgil Jordan Tells Conference 


Attributing present uncertainties 
and hesitation in business to the confusion and con- 
flicts incidental to the extension of government control 
of industry under the NRA, together with uncertainty 
as to the monetary policies of the Administration, 
Virgil Jordan, president of the National Industrial 
Conference Board, told the Joint Styles Conference 
at its open session Tuesday, Oct. 3, that the funda- 
mental trend of business the world over has never- 
theless been upward since the middle of last year. 

“In the United States,” said Mr. Jordan, “the rapid 
upturn in business and in prices since February ap- 
pears to have been due partly to the relatively more 
extreme depth of the depression here compared with 
other countries, partly to the abandonment of the gold 
standard, and partly to the wave of popular confidence 
which accompanied the new Administration when it 
came into office. At bottom most of the business im- 
provement we have seen since the early part of the 
year must be regarded as the delayed and accumulated 
effect of the fundamental forces making for business 
recovery the world over. Certainly there is no definite 
evidence that any specific policies of the Administra- 
tion, except the gold embargo which was enforced 

[TURN TO PAGE 51, PLEASE| 








AND SHOE RECORDER 
combining THE SHOE RETAILER, Oct. 21, 1933 


WHEN TEN IRONS OF SOLE 
LEATHER IS NOT TEN IRONS 
©) SECT OlO] Ai 7.4 


Different degrees of tannage and different 
methods of finishing affect wearing quality of 
sole leather. Because of the variable factors in 
tanning there is a wide difference in value of 
sole leather. Specifying ten iron soles when 
detailing your shoes assures only thickness. Ten 
irons cannot be a safe measure of wear. Suppose 
the sole leather is undertanned. Then you would 
have ten iron thickness but not ten irons of good 
wear. If you specify 


KISTLER'BENCH BRAND’ 
SOLE LEATHER 


you can protect yourself. Our tanning goes clear 
through. Each layer of thickness is tanned as 
much as the others. It is never a case of being 
tanned properly near the surface then tapering 
off by degrees. That makes one part “softer” 
than the rest. 
It costs more to tan as Kistler “BENCH 
BRAND?” Sole Leather is tanned. It takes more 
time. It requires more experience. Not-with- 
A TEN IRON KISTLER BENCH BRAND standing this, the price of “BENCH BRAND” 
LEATHER SOLE. CUT TWICE. SEE sole leather is not prohibitive to widespread use 
FIRM INSIDE FIBER EVEN TO THE pei er sport and heavy-duty shoes. Want to 
uild up your turnover? Want to increase your 
THIRD AND FLESH-SIDE LAYER dollar volume? “Hitch your wagon to a star.” 
Don’t pay the penalty of poor sole leather. 


This chart represents a side 
of leather. The part used for 
KISTLER “BENCH BRAND” 
SOLES is about 13% of the 
whole side. 


KISTLE LEATHER COMPANY 
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For a 


-... a good part of our 166 years in 
the shoe business the BOOT AND 

SHOE RECORDER has been a 
business guide post along the path of 


our constant growth. 


Thomas F. Peirce & Son was estab- 
Rhode Island, 


lished in Providence, 


in 1767. 


A business extending over the period 


of our existence accumulates a vast res- 
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GOOD PART of 


GeEorGE E. PEIRCE 
GeorGeE E, Peirce. JR 


ervoir of knowledge, experience and 
sound practical judgment. We were pres- 
ent at the birthday of the RECORDER 
some 51 years ago, and the infant ap- 
peared so lusty at birth that we immedi- 
ately invited it to make a weekly visit. 
This decision, we know now, was proof 
positive that we had developed good 
practical business judgment. Trade 
communication then, as it is today, was 
not widespread. It could only be gath- 











When writing advertisers please mention Boot and Shoe Recorder 





BooT AND SHOE RECORDER : 
combining THE SHOE RETAILER, Oct. 21, 1933 


OUR 166 YEARS 
in BUSINESS 


ered by an organization such as the 
RECORDER reaching out into every 
worth-while activity of the shoe industry 
and multiplying through its pages this 
information to thousands of its readers. 


This the RECORDER does admir- 
ably. It performs the superb task of cov- 
ering completely the shoe trade,:news, 
merchandising, markets and style. The 
weekly market it brings to our store 
through its advertising pages makes it 
invaluable in selecting and buying our 


lines. 


During the present activity of the 
NRA and code hearings, it has been ex- 
tremely useful in disseminating infor- 
mation so vital to all shoe men. 


We merchants would have missed tre- 
mendously this service if it had not been 


for tte RECORDER. 


Selfishly we devour each page for new 
ideas. There never was a merchant so 


efficient that he couldn’t learn more 
about his business from another mer- 
chant—improve his store operation, and 
do a better job of merchandising. The 
RECORDER senses these effective im- 
provements in the operation of shoe 
stores and quickly disseminates such 
tested practices so all may profit and 


prosper. 


When, some 51 years ago, we sub- 
scribed to the RECORDER, we be- 
lieved then, and do now, that it would 
grow to an importance, making its serv- 


ices indispensable to our business. 


We receive it each week and read it 
from cover to cover. That tells the com- 


plete story. 


THOS: fF PEIRCE's SON 


@, SIX GENERATIONS OF SHOE RETAILING SINCE 1/767 .@ 


py 
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Now 
































For merchants who wish to install an up-to-date background of permanent or semi-permanent nature, we suggest the background shown 
here. It is so designed that posters, cut-outs, silhouettes and cut-out letters can be used on the various flat surfaces, as the eagles and 
“Buy Now” slogan are used in this illustration. These decorations can be changed at will to give variety and freshness of appearance. This 
trim is done in the popular third dimensional style. The center panel is recessed while the platform and upper cornice extend into the 
window. This gives interesting depth to the window, while the platforms at the bottom provide excellent display space for shoes. The 
trim is made entirely of wall board and finished with paint or covered with paper or fabric, according to the individual preference of the store. 


Show the Public Values in Shoes 


Footwear a Real "Buy" 


re National Recovery 
Administration’s plan to increase sales at retail 
through a nation-wide “Buy Now” campaign offers 
a splendid opportunity for merchants in many locali- 
ties to stimulate Fall shoe buying by aggressive sales 
promotion developed around the idea that today’s 
retail shoe prices offer remarkably attractive values, 
which cannot be maintained indefinitely. 

There are some communities, no doubt, in which 
the reaction to a promotion of this nature might not 
be entirely favorable, this being particularly true in 
agricultural sections where the trend toward higher 
retail price levels is viewed with marked disfavor. 
While it must be obvious to all thinking people that 
recovery can never be accomplished without the at- 
tainment of a higher price level all along the line, 
nevertheless the individual merchant must recognize 
conditions as he finds them and adjust his merchan- 
dising policies to the prevailing public opinion in his 
own community. Therefore it is a question for the 
individual merchant as to how well this kind of pro- 


at Prevailing Price Levels 


motion will be adapted to his own particular situation. 

The average store, in the average community, we 
believe, need have no fear of an unfavorable reaction 
if he decides to tie his own promotional efforts during 
the next 60 days in with this national “Buy Now” 
movement, provided he handles the advertising and 
window display publicity in a sane and sensible man- 
ner. We believe the time has passed when the public 
can be frightened into anticipating future require- 
ments on a broad scale by the fear of advancing 
prices. There was a logical place for that kind of 
an appeal in the Summer, when the public was told 
through advertising and window promotion that 
Sept. 1 would be the deadline when the effects of 
higher prices would be felt by the average consumer. 

Prices of most commodities were advanced mate- 
rially, around Sept. 1, but not as much as many had 
been led to expect. Doubtless further advances are 
in prospect. But we are inclined to question the wis- 
dom of the present policy of many retailers who are 
continuing to play upon this price fear psychology in 
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The window shown here has the advantage of being extremely modern, suggesting the newest in shoe styles. 





Its very novelty has a strong 


attention value. The background consists of a series of simple panels with curved tops, where placement and design is what does the trick. 
The platforms or steps in triangular design are very intriguing and give you a stunning fixture on which to display shoes. Any desired color 


scheme can be used, striking modern colors or colors appropriate for Fall. 


Panels and steps can be made from wall board, mounted on a 


wooden frame. 


an effort to make consumers buy ahead of their actual 
needs. The public is more than likely to be reminded 
of the boy who cried “Wolf, Wolf,” in view of the 
fact that the wolf in this case has turned out to be 
rather a gentle and mild-mannered beast up to now. 


O. the other hand we 
believe there is a real selling job to be done by the 
retail shoe man who sensibly decides to stop talking 
so loudly about prices and contents himself with tell- 
ing the public through advertising, and especially 
through effective, interesting, well-planned window 
displays, about the very real values to be had in shoes 
on today’s retail market. Every shoeman knows that 
retail shoe prices have advanced far less than hides, 
leather or the wholesale prices of shoes, and that fact 
should be stressed to the consumer. In reality the 
advances in shoe prices at retail have been compara- 
tively slight and these advances have been made from 
the extremely low retail prices that marked the depth 
of the depression, when confidence was at such a low 
ebb that millions of people were unable or disinclined 
to buy at any price. 


It is a legitimate and logical thing for the mer- 
chant to point out to the public through attractive 
styleful window displays, developed along modern 
lines that will reflect the idea of the ultra in fashion, 
the truth that now, at the height of the Fall season, 
the very newest and smartest styles in shoes can be 
had at prices which make them an amazingly attrac- 
tive “buy” for anyone. Shoes today are worth the 
prices asked for them on any basis of values and the 
advances have been materially less than in many other 
lines of merchandise. While it is not good policy, 
as a rule, to make comparisons in advertising or win- 
dow displays, nevertheless it is fair to point out and 
to emphasize the point that today’s shoes are priced 
at a level only slightly above the “depression lows,” 
and well below the levels that would be necessary 
on a replacement basis. 

By promoting this idea in every window and adver- 
tisement and carrying the theme consistently through 
his selling activities for the next sixty days, the shoe 
merchant yill not only do the thing that seems most 
likely to increase his turnover during the Fall season, 
but at the same time contribute his share to that accele- 

[TURN TO PAGE 40, PLEASE] 
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Jn the Smart Shops 
... and on the Smart Geet! 


Leading retailers are enthusiastic—and so are leading 
shoe manufacturers—over the exceptional qualities of 
Tandrite Calf—the supreme calfskin. 


They appreciate the tangible value of the process, in 
many features exclusive, by which Tandrite is tanned. 


They know that Tandrite combines, more than any calf- 
skin, deep, glowing color, close grain, pliability, dura- 
bility and exceeding comfort. 


They have proven time and again that shoes of Tandrite 
Calf wear well and sell well. 


ANDRITE 
ALF 


| E. HUBSCHMAN & SONS, INC. PHILA. | 





TANNERS OF FINE CALF LEATHERS 
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= CHARLES HARRIS FURBER = 


CHARLES H. FURBER 


re Harris Furber 
of the Recorper staff died at his home, 174 Allerton 
Road, Newton Highlands, Mass., Saturday, Oct. 14. 
For the past year he had’ suffered a heart affliction. 

Mr. Furber was connected with the Boor anp SHOE 
Recorver Publishing Company for twenty-three 
years. In 1926 he was made a director and was vice- 
president at the time of his death. 

He was acknowledged the leader in his field of ad- 
vertising effort. Some 18 years ago, he conceived the 
idea of publicizing leather and materials to the mer- 
chants, with the view of developing an increased ap- 
preciation of “what goes into a shoe.” He convinced 
tanners that their field of advertising was to the retail 


Vice-President and Director of Boot and 
Shoe Recorder Publishing Company Dies 
at Home in Newton Highlands, Mass.— 
Was Prominent Member of Recorder Ad- 
vertising Staff and Had Host of Friends 
in Shoe, Leather and Allied Industries— 
Funeral Held at Littleton, N. H., Monday, 
October 16 


Vv 


shoe merchant, who in turn would specify their ma- 
terials. In years intervening, his achievements in 
advertising, based on this theory, placed him in the 
forefront of trade advertising men. As a pioneer in 
this advertising theory and practice, his reputation 
will long endure. 

A man of high character, splendid business ability, 
he was famed in the field for high ethics and vigorous 
opinion. When he was convinced that the plan was 
right, he brought into play a sales technique that was 
as effective as it was efficient. He lived intently a 
shoe and leather life and his trade friendships were 
a source of intense pleasure to him. Few men in the 
advertising field had so notable a career. 

Born in the hills of New Hampshire, he spent an 
active and athletic boyhood in and around Littleton, 
New Hampshire. He graduated from Dartmouth 
College in 1902. Coming to Boston, he served as a 
newspaper reporter and then joined the advertising 
department of William Filene & Sons. He then be- 
came an advertising man on the Dry Goops Eco- 
NOMIST. Twenty-three years ago, he joined the staff 
of the Boor AnD SHOE REcorDER, in which publica- 
tion his copy has appeared in every issue since. 

A singer of considerable merit, he was brought into 
church and quartet work. As an enthusiastic golfer, 
Mr. Furber won many prizes in shoe and leather © 
tournaments and in the competitions at the Charles 
River Country Club. He was a member of the Joseph 
Warren Lodge of Masons of Boston. 

He is survived by his widow, Mrs. Edna Furber 
and by his father, G. C. Furber, a retired newspaper 
publisher. 

Funeral services were at Littleton, New Hampshire. 
Members of the staff and trade attended. 

The Staff of the Boor anp SHor ReEcorpeR pays 
tribute of lasting devotion to the principles of service 
as developed by the life of Charles Harris Furber— 
gentleman of character, worker and comrade of many 
years. 
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N.S.R.A. Starts Convention Drive 


ST. LOUIS «© 
JAN. 7-8-9-10 
1934 | 


St. Louis Committee Poll 
Indicates 7000 
Merchant Attendance 
Leading Spring 
Shoe Lines 
to be 
Exhibited 


ARTHUR E. EBBS, Chairman, St. Louis Convention Committee, 1934 


At a N.S.R.A. convention meeting 
held recently in St. Louis, attended by A. H. Geuting, 
_president of the National Shoe Retailers Association 
Arthur E. Ebbs, chairman of the St. Louis, 1934 
Cenvention Committee, reported that early estimates 
indicated that over 7000 merchants, buyers together 
with chain store operators, would attend the conven- 


tion. The dates selected for the annual meeting are 
January 7, 8, 9 and 10, 1934. 

“Reports from my committees,” said Mr. Ebbs, 
“reveals plans have progressed to a point where the 
St. Louis N.S.R.A. convention will be the most suc- 
cessful meeting of any held by that organization. 

“When the convention was held in St. Louis in 
1930, a new record for attendance was set and at that 
meeting the greatest number of shoe exhibits ever 
displayed in one city, at one meeting, numbered over 
393; a figure that we hope to better during the coming 


» - convention. 


:  .ffShoe’ merchants, department store buyers, chain 
“store operators all are approaching 1934 with new 
problems, both buying and selling. It will be the first 
group gathering at the start of the new year where 


’ the shoe industry will be able to discuss their methods 


and practices under the NRA. 
“The two prime functions of retailing are first, 
buying and secondly selling. These two divisions of 
. store operations will share equally the interest of the 
St. Louis, 1934, N.S.R.A. convention. Timely staged 


at the beginning of the new year, it will enable a 
merchant to buy with assurance and authenticity re- 
garding styles and prices, with additional advantages 
of surveying all lines, prices and styles. 

“We know definitely that there will be on display in 
St. Louis in January an outstanding number of lines 
of shoes. If you wanted to dramatize the idea, it 
could be easily called the world’s largest sample room. 
As in the past every market will be represented and in 
the displays a complete gamut of grades, types and 
styles for men, women and children will be shown. 

“With prices shifting as they have been for the 
past six months, the St. Louis Convention Committee 
believes every shoe man who possibly can, will avail ' 
himself of this rare opportunity to study the price 
structure of the shoes which he will merchandise 
in 1934. 

“The broadness of lines exhibited, first, because of 
numbers and secondly because of the representative 
manufacturers will enable every merchant present to 
make an analysis of his price range for 1934. The 
St. Louis N.S.R.A. convention because of the shoe 
market it will attract, will most positively provide for 
the shoe man the privilege of keeping himself com- 
petitive with other retail outlets during 1934. Having 
completed his Dec. 31 inventory he can buy with 
assurance and surety both as to saleable shoes and 
definite price knowledge. 

[TURN TO PAGE 51, PLEASE] 





What to Buy and Promote 
for Spring 


[CONTINUED FROM PAGE 15] 


Now I have come to what, to me, is 
the most interesting development of the 
year—a fashion tendency which has 
been on the horizon for several years 
now, but which is climbing to new 
heights of big sales this year. Prop- 
erly speaking, this is not only a spring 
proposition—it is at your door right 
this minute, and it is going on through 
the entire year. You retailers ought to 
thank economic conditions, or a roving 
spirit, or the energy of the steamship 
companies in promoting CRUISES! 

This whole business of cruises is get- 
ting bigger and bigger. Last week 
the first of the big cruises started out 
of New York, almost two months 
earlier than last year. People from all 
over the country are getting excited 
about cruises—long ones, short ones, 
from the East Coast, from the West 
Coast, everywhere, and I don’t need 
to tell you what that means to your 
shoe stores. 

For one thing, since most of the 
Winter cruises head southward into 
warmer climates, it suggests that 
“No Mark Downs” should be the slogan 
of your shop on resort merchandise. 
It means that even late into the Spring- 
time you can sell evening shoes. It 
means extra pairs—for there’s hardly 
a woman goes on one of these without 
buying some sort of shoe to supple- 
ment what she’s got. Get out after 
it—be the first in your town to recog- 
nize this business and tell people you’ve 
got the shoes to go cruising. And 
HAVE THEM! 

And don’t make the mistake of 
thinking that women wear just their 
last Summer’s clothes on such cruises. 
Try to take your wife on one of them 
(no matter how short) and listen to 
the “Absolute Essentials” she has to 
have in the way of clothes! 

The cruise wardrobe includes chiefly 
two types of costume—sports and eve- 
ning. For sports things, there are new 
bright colors being shown by the im- 
portant dress and sports houses in 
New York, such shades as bright or- 
ange, brilliant blue, vibrant roses and 
greens. These colors are done in the 
sportsy, shirtwaist type of dress, in 
silks, cottons or light woolens. To my 
mind they suggest whitefootwear, and 
I do not hesitate to mention fabrics as 
well as buck and white suede, inasmuch 
as the fabric accessory ensemble is im- 
portant in current merchandising. 
There is also a chance for bright sun 
colors developed into sandals which are 
being included in the Spring Color 
Card, or there is also a chance for a 
certain amount of business on tinting 
shoes. This of course is one of those 
points which must be determined by 





the individual retailer. All your typi- 
cal sports footwear should be promoted. 

You can also sell sports sandals, 
preferably open-toed, to wear with the 
new playsuits, shorts and shirt. We 
had a flurry of interest in this costume 
for tennis a while ago—now it looks as 
though this were coming through as a 
beach fashion for general wear at in- 
formal, brilliantly sunlighted places. I 
don’t necessarily advocate it for all 
figures, but you might be surprised at 
the women who bought them last Sum- 
mer, if you have any ideas about their 
being only for the very slender young 
girl. This costume offers you a splen- 
did chance to hammer away at sandals, 
cross strapped and low heeled versions, 
at reasonable prices. These shoes are 
eminently suitable with shorts, except 
for actual tennis court wear. 

Another thing the fashion for cruises 
provides you is a fresh reason for high- 
lighting evening shoes. Since space is 
sometimes a consideration in packing 
for such travels, one of the best sug- 
gestions I can make to you is to pre- 
sent the multi-colored evening sandal, 
which has been tried out in this coun- 
try and is now coming to us with the 
fresh cachet of one of the important 
French designers of shoes. It may be 
done in suede kid, in satin, or in a 
number of different materials. It is 
appealing to women because it goes 
with several different dresses. 

Now as to the actual footwear for 
Spring. 


Slight Silhouette Changes 


In the first place, it looks as though 
there were to be little change in sil- 
houette. . . . There’s no doubt of the 
fact that we are still to have high cut 
shoes. For Spring, of course, they will 
have to be much lightened, with in- 
genious cut-outs, small in size, with 
perforations, with all manner of 
“lightening” devices. 

As to the types themselves, I’m afraid 
I have to tell you that you will have to 
carry more different types than ever 
before. Stocks will have to be larger. 
The reasons for this you know your- 
selves—no more two and three weeks’ 
delivery from the manufacturing end; 
from the consumer end, more time to 
wear different styles in shoes — the 
NEW LEISURE which we hear so 
much about under the NRA. Women 
will have more time and more places 
to wear shoes which up to now have 
not been a part of their wardrobe, and 
you will be called upon to supply them. 
This has its bright side in the extra 
pair business. This is what I like to 
call the DOCTRINE OF DIVERSITY 
in shoe merchandising, and it will be 
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an important factor in planning your 
Spring program. 

Oxfords are very important in all 
their variations—classic types, sports 
types, dress types, side ties, in combi- 
nations or of one leather. For sports- 
wear, monk, ghillie, sandals or Gimmy 
ties must be included. The broad 
T-strap shoe has by now become one 
of our classics. Step-ins of all sorts 
continue. And the plain strip opera 
goes on and on; though it may not be 
as important in volume as it once was, 
it is still definitely a fact to be counted 
on. There is new interest in asym- 
metric treatments, in straps. This is 
coming from the volume end here, but 
Paris reports that it is reviving in im- 
portance in the high style custom shoe 
as well. The one and two-eyelet tie 
goes on for daytime. 


Spring Costume Colors 


I haven’t said much about costume 
colors—but I think this has been pretty 
well covered in your meetings up to 
now. You have all your shoe colors, 
and you have your combinations of 
colors as recommended by Miss Cor- 
nelius and the Textile Color Card As- 
sociation of America. In costumes, to 
resume very briefly, you will have to 
feature shoes to wear with—first of 
all—black and white. This is the big 
volume seller as always. Following 
this, we have the brown to string 
range. This string color, which is 
actually the color of the string used to 
tie up packages, is a very new, very 
important and fairly high style prop- 
osition. It will be used in entire cos- 
tumes for high style, and in combina- 
tions for volume. The linen houses are 
developing new string color linens 
which are mixed with wool to make 
them suitable to town costumes, which 
are expected to take the place of the 
white and cream colored linens of town 
wear this past Summer. They have 
the added feature of less crushability, 
so they should sell even better. The 
dark shoe contrasting is the promotion 
for this costume. 

The blues are very important in the 
Spring color picture. They range from 
navy through to a very delicate acqua- 
marine for pastel frocks. One of the 
important blues from a fashion point 
of view is the color called Slate, which 
is really a warm amethyst navy with 
an overtone of gray, very misty in ef- 
fect, with nothing of the old time slate 
coloring in it. With this your new 
Taupe shoes should be_ especially 
suitable. 

For volume, there is again GRAY 
—why customers who buy popular 
price Spring costumes should always 
go for these light beige and light gray 
costumes I have never been able to de- 
termine, in view of their perishability 
and general unbecomingness, but go for 
them they do, and we might as well 
face the fact that they will wear 
matching gray shoes and be prepared 
for-the business. The influence of gray 
runs throughout the whole color game, 
‘hence the reason for our incorporating 
the new Taupe color on our card. 
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CALLUNA KID 
amd hin jropulorainter 


CRUSHED CALLUNA 


With the increasing purchases of today (and 
the increasing prices, too) shoe displays must 
catch a woman’s eye with something new, 
something more effective, something just a wee 
bit brighter and gayer (and yet utilitarian). 
Calluna and Crushed Calluna are heaven sent 
mediums for hard pressed shoe designers. 
Their rich, judiciously selected color tones, 
their harmony of style, their unusual finishes 
and their ease of manipulation make them 
a treasure mine of ideas for the artist in 
shoes. 


Today’s styles also call for matching en- 
sembles. And you will find both of these 
Calluna Kids in handbags, belts, leather coats, 
and a host of other costume accessories. 


It has taken Calluna to lift kid into the 
fashion favored realm of striking leather fin- 


of wis 
Rat Doe 4 
she 


ishes. With effective ribs, flecked, heather-like 
duo-tones of color (autumn foliage touched 
by splashes of sunlight), Calluna at once won 
a commanding place in the hands of shoe 
stylists. Crushed Calluna, of course, was de- 
veloped as a natural forward step along the 
lines of a fashion-finished kid. And unlike the 
materials they are replacing in favor and pop- 
ularity, each of these Callunas carries with 
it all of the well known advantages of gen- 
uine kid. 


Calluna comes in duo-tones of black and 
brown and grey; Crushed Calluna in a jet 
black, an inviting brown, and a rich, navy 
blue. 


SURPASS LEATHER CO. 
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In and About New York 


By ARCHIE ANDERSON 


NEw YorK—Although shoe business 
around New York was very brisk dur- 
ing the month of September, it has 
slowed up a bit in many stores during 
the early part of October. A number 
of stores reported September increases 
of from 10 to 50 per cent over the 
same month last year. One chain store 
manager in a fast growing section of 
the city says that he more than dou- 
bled his business. 

Black, brown and eel gray suede and 
suede and kid combinations are being 
shown along Fifth Avenue and in the 
better Broadway women’s shops. They 
are shown in two and three eyelet ties 
with both high and Cuban heels, high 
heeled trimmed operas and straps. Eel 
gray was the big seller at the begin- 
ning of the season, but has been re- 
placed to some degree by black and 
brown at the present time. 

An embossed calfskin oxford in 
brown and gray (known under several 
trade names) with high Continental 
and Cuban leather heels is being suc- 
cessfully sold at a number of places 
for street wear. This leather is also 
being used for misses’ and growing 
girls’ school oxfords in brown with flat 
or college heels. 

Naturally the big business in men’s 
shoes is done in black and brown calf- 
skin, both in grain and smooth leathers. 
Brogue types here also predominate 
and the perforated wing tip seems to 
have the call in tan and brown, with 
grain calf being called for most. 

The Florsheim Store at 427 Flat- 
bush Avenue Extension, Brooklyn, 
will be moved to a larger store next 
door and will have an entrance on 
Fulton Street. Previously, this has 
been an exclusive men’s store, but will 
carry women’s shoes also in the new 
location, according to I. Mayer, who 
is in charge of the Brooklyn stores. 
The change will be made as soon as 
the interior is finished. 

G. Weiss, manager of the I. Miller 
store at Fulton and Bond Streets in 
Brooklyn, says that business is good and 
his best selling numbers are gray, 
brown and black suede high heel ox- 
fords and sponge leather (embossed 
calf) Continental heel oxfords. 

Business is better than a year ago, 
asserted Carl Surber, manager of the 
Feltman and Curme Store at Broadway 
and 4ist Street in New York. Mr. 
Surber is having good luck with a suede 
and kid step-in number in a low wood 
covered Continental heel. The number 
comes in gray, blue and’ brown. 

The Abraham and Straus store in 
Brooklyn is featuring black, brown and 
eel gray suedes with black and brown 
as the best sellers. They have an ex- 
cellent selection of black suede and kid 
and suede and patent leather combina- 
tions in trimmed pumps and oxfords 
with. high, Continental and Cuban 
heels. The black and brown suedes 





are selling far moré than the eel gray, 
which did not come up to expectations, 
according to Mr. Hunt, the department 
manager. 

There are very few straps sold in 
comparison with one and two eyelet 
ties and trimmed operas, Mr. Hunt as- 
serted. For sport wear, alligator, lizard, 
suede and calf in brown and black with 
spectator heels are his ace numbers. 

A and § is playing up the junior 
misses’ Collegebred styles in embossed 
calf, calf and suede and calf combina- 
tions. Mandrucca is popular with 
suede following. 

Mr. Goldes, of the men’s shoe de- 
partment at Abraham and Straus, 
declared that Scotch grain in brogue 
types and wing tips and staple num- 
bers with medium toes in tan and black 
just about cover the men’s business. 
He has a fine line of slippers in black, 
brown, red and patent leather operas, 
and black and brown Romeos and 
everetts. The slipper business is fine, 
Mr. Goldes asserted. 





Foot Welfare and Shoe Progress 


(CONTINUED FROM PAGE 21) 


of that money toward serious investi- 
gation of the disorders which their 
shoes were intended to correct. 
Knowledge of a disease is the: only 
basis upon which a remedy can intelli- 
gently be prescribed; and this state- 
ment is equally true where foot trou- 
ble is concerned. In the extensive 
group of incipient foot disorders the 
opportunity seems unique for the shoe- 
man who will give himself as earnestly 
to study of the foot as to the details 
in shoe construction. Turning his ef- 
forts in that direction would undoubt- 
edly involve considerable readjust- 
ments, but not radical or impossible 
ones; and there is no question of the 
benefits which would ultimately accrue 
to that part of the public with which 
he comes in contact and to himself. 
All of the groups mentioned at the 
beginning of this article have been 
brought into the problem of foot health 
naturally, because conditions as they 
exist have created demands for the par- 
ticular kind of attention or service 
each one of them offers. If appreci- 
ation of this fact could serve as a basis 
for mutual recognition and the devel- 
opment of cooperative effort in place 
of the present isolated and independ- 
ent attitudes, much greater progress 
would be made in the control and re- 
duction of foot disorders. Each group 
could, and should, properly allow its 
interest to extend to all phases of the 
problem as a matter of information; 
also there would inevitably be a certain 
overlapping of activity, but the real 
sphere of attention of each group 
should center upon such phases for 
which it is particularly adapted. 
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Show the Public Values 


(CONTINUED FROM PAGE 34) 


rated movement of merchandise which’ 


is essential if the objectives of the 
Government’s recovery program are to 
be fully realized. 

Some stores already are doing a most 
effective job in window promotion along 
this line. The Regal stores, for ex- 
ample, have succeeded in getting the 
idea of today’s remarkable shoe values 
over to the public by a series of letters 
from materials manufacturers, repro- 
duced in large size, showing that the 
materials used in these shoes today are 
of equal quality with those used some 
seasons back, when retail prices were 
considerably higher, and this notwith- 
standing the decided increase in the 
cost of leather and findings on today’s 
market. These windows are very 
striking and convincing, but they illus- 
trate but one of many ways in which 
the story of shoe values can be told to 
the public in a manner calculated to in- 
duce customers to buy. 

To sum up the story of window dis- 
play for the retail shoe store as we see 
it: (1) Every retail shoe merchant 
who can consistently see his way to do 
so should cooperate with the national 
Buy Now campaign by playing up this 
theme in windows and advertising dur- 
ing the next 60 days. (2) The best 
way to tell the public that now is the 
time to buy is to emphasize the re- 
markable values now obtainable in 
shoes, offering the utmost in style, 
fit and service. (3) In this sort of 
sales promotion stress. the. values and 
the merchandise and make the matter 
of price incidental, but bring out the 
fact that today’s shoe prices at retail 
are only slightly above the depression 
lows. (4) Make your widows smart, 
styleful and attractive to give a proper 
background to the merchandise, and 
strive in every way to make customers 
shoe conscious rather than price con- 
scious. 


A Shoe Salon True to Name 
(CONTINUED FROM PAGE 19) 


In planning the stock room, every- 
thing was thought out to make the sell- 
ing easier. Salesmen enter the stock 
room (which is in the rear) through 
the right door, and come out the right 
door. All stock is racked from left to 
right. 

The salon is fortunate in having a 
separate sales unit of its own, as they 
have a private basement. At present 
this is utilized as a surplus stock room, 
but can be used for complete stock 
should the business warrant more 
space. The basement now accommo- 
dates 25 hand shoemakers who fashion 
the strictly Bergdorf Goodman hand- 
made shoes. It is quite a sight to see 
the head shoemaker wearing his smock 
and flowing Windsor tie down on his 
knees measuring a customer. When a 
shop has prices of from $12.50 to 
$38.00 with the play on day shoes at 
$18.50 and evening shoes at $21.50, it 
just must “dress its act.” 
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Stock Ne. 2016 
Black Calf 





te a 
COLLEGIATE te Satin 
Strap, Gold Trim. 
ye - Price: $4.10. 

a “Cait” Stock No. 2028 — 
COLLEGIATE Black Satin LILA 
Oxford. Strap, Silver Trim. 

Price: $3.25 Price: $3.85. 


Terms below. Terms below. 


ae Suede PATSY 

lack Suede 
Stock No. 2020. — 

Oxford. Black Suede 

AVENUE 

Oxford. 


Stock No. 2025 — 
Brown Suede 
AVENUE 


Stock No. 2008 — 
BrownSuede PATS 
Oxford. 


Stock No. 2024 — 
Brown Calf PATSY 


Oxford. 
Price: $3.35. 
Terms below. 


BIGGEST BUYERS SELECT 
Amesbury’s Fashion Highlights 


Every style we put in stock bears the stamp of approval 
of some of the largest shoe buyers in the country. New 
styles are shown to these customers first. Whatever 
they buy freely we immediately stock. That’s why 
Amesbury Shoes are appropriately called fashion “high- 
lights”—and why they are assured sellers. If you are 
not acquainted with Amesbury Shoes and service, “now” 
is the time. 








Shoes are stocked in sizes and widths 
indicated on this chart. Terms 5%-10, 
4%-30—net thereafter. Price for single 
pairs 25¢ additional, and on orders for 
less than 12 pairs, net. 


AMESBURY SHOE CO. 


278 Broad Street 


» LYNN, MASS. , 
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Back to W 


Live on aimlessly . . . plan-lessly . . . 
from day to day? Try to wade in 
? 


nity to plan your life now for richer, 
more successful living ? 

How? Make a plan. Set obdjec- 
tives. Build up to them progressively 
by consistent saving. Build a fight 

. ing fund against emergencies . . . 
are you going to do about the future? ‘Keep it ready in the savings bank. 


Published by 


THE SAVINGS BANKS 


of Manhattan, Bronx & Westchester 


About the first thing 
men and women who are getting back to work think 
about is GOOD SHOES. 

Even when they couldn’t afford them, they did not 
lose their desire for good shoes. No one does, once 
they have worn them! Why not stimulate the desire? 
They have the idea. Encouragement will increase 
action. 

Make them think of your store when they think 
of good shoes. Emphasize and dramatize the pleas- 
ure and pride, the comfort and service, that your 
good shoes will give. Have a large neat banner sign 
in your window: 

“Back to Work, and back to good shoes—Isn’t it 
a grand and glorious feeling!” 

“Listen in” on the remarks made by customers who 

‘come in for good shoes—those who have been getting 
along as best they could with cheap, or worn shoes, 
and are glad to have good shoes once more. What 
ads you can write with their remarks for copy! What 
live, timely human interest copy it will make. 

If you can’t have special art work, look through 
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ork Means 


This advertisement suggests a 
timely theme for shoe adver- 
tising—greater pleasure and 
satisfaction through the wear- 


ing of good shoes 


the newspaper mat files. You'll find illustrations to 
carry your story. Why sell on price—and higher 
prices—when there are so many interesting facts to 
be told about your shoes and your service! 

Meet their mood! They’re happy again. They are 
going to spend for things they need and want as fast 
as they can. . Don’t discourage them with a lot of talk 
about having to pay more. . 

They all know higher prices are here or coming. 
Let it go at that. They’re philosophical. The NRA 
program has been published and broadcast. There 
has been no secret about higher prices being necessary. 

Use the ads across the page. Let your regular 
advertising be based on merchandise and service facts 
of interest to customers, presented in an interesting 
informative way. Have a definite tie-up between ads 
and displays in a continuous program of planned pro- 
motions, that direct the readers’ and lookers’ attention 
so completely and convicingly to the desirability of 
your shoes that price automatically becomes a matter 
of minor importance. 

The series of ads suggested could be followed up 
by another series on “What makes a good shoe good?” 

Such a series would take up, one by one, the good 
points of your various grades of shoes. To simplify 
writing the copy make a written analysis of each grade 
of shoes you carry, jotting down those points that you 
would emphasize when talking with a customer in 
the store. 

Your first sub-caption under the title suggested 
might be “Our $5.00 Shoes.” The copy would start, 
“When you invest $5.00 in a pair of shoes here, you 
will get ” and then follow with an explana- 
tion of the desirability, durability and fitting qualities 
of the shoes. a 

Further ads in the series’ would take up the better 
qualities you handle. Such advertising is definitely 
informative and convincing. Its obvious truthful- 
ness and sincerity will create a very favorable impres- 
sion of your merchandise and your store. Such ad- 
vertising is needed today. 
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Back to Better Shoes 


Here are some live copy suggestions : 
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SAVE YOUR FEET— 
KEEP YOUR JOB! 


"Back on the job! Something to do. Some 
money to spend for things you've needed 
and wanted so long." 


Among your first purchases will probably be 
shoes. Choose wisely. Choose good shoes. 
Shoes that combine real foot support with 
real service. Choose shoes that fit your 
feet as well as your job. 


Don't take chances with cheap shoes that 
may hurt your feet just when you want to 
be "up on your toes" to keep the job you've 


got! 

You're taking no chances when you wear 
(Store name) shoes. Styles are ‘right. 
Quality is assured. Fit is guaranteed. They 
give you your money's worth in every way. 


YOUR STORE NAME 
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“'VE GOT A JOB. GIVE 
ME A REAL PAIR 
OF SHOES”! 


"Take these old patched things off and give 
me a real pair of shoes. Throw away the old 
bats. | don't want to see them again." 


And they're buying GOOD Shoes! Wise 
men, Wise women. Their experience has 
proven there's neither satisfaction nor serv- 
ice in cheap shoes. They know good shoes, 
made right and correctly fitted, are going 
to helo them keep fit for their new jobs. 


They know they're playing safe when they 
buy (Store name) shoes. So will you! 


YOUR STORE NAME 
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Now It's 
MARCH, MARCH, MARCH! 


Instead of 


TRAMP, TRAMP, TRAMP! 
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BACK TO WORK!—AND 
BACK TO GOOD SHOES! 


It's a grand and glorious feeling to get back 
to work! and equally pleasant to get back to 
good shoes. 


We know because men and women tell us 
so every day. Good shoes are almost the 
first thing they buy, when they get a job. 


Good shoes make you feel better, mentally 
and physically. Just knowing they're good 
peps you up. Because they're good— 
made right and properly fitted —the keep 
your feet feeling good. You feel better, 
and do better work. 


And. you can bet that we're seeing to it 
that every man and woman who comes to 
our store for good shoes gets real value 
and perfect comfort. 


It's our job to help you keep fit for your new 


job! 
YOUR STORE NAME 


An army of workers is swinging into line, 


uy marching off to work each morning, 
eads up, and a gleam in their eyes. 


New shoes, good shoes, sound a cheerful 
rhythm as they step along. 


"Back to work" means "back to good shoes" 
for them—for you. 

Every day old customers and new are com- 
ing in for good shoes. They know good shoes 
are good for them. They know we have 
good shoes. 

And we're happy to be selling shoes that 
give so much pleasure and comfort and serv- 
ice to those who had to do without them 
so long. 


YOUR STORE NAME 
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The APPEARANCE of the 
‘UNITED CUSHION HEEL 


is so fine that it is 


constantly imitated but never equalled 


yen 


Gisile 
HEEL 


ITS QUALITY 


is just as superior as its appearance 
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THE TRADE-MARK 
is the hall mark of fine shoemaking 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


+ 
























When writing advertisers please mention Boot and Shoe Recorder 
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NATIONAL NEWS 





SATURDAY, OCTOBER 21, 1933 


DEPARTMENT STORE SALES IN SEPTEMBER, 1933 


WASHINGTON, D. C.— Preliminary 
figures on the value of department 
store sales show an increase from 
August to September of less than the 
estimated seasonal amount. The Fed- 
eral Reserve Board’s index, which 
makes allowance both for number of 
business days and for usual seasonal 
changes, was 70 in September on the 





basis of the 1923-1925 average as 100, 
compared with 77 in August and 70 in 
July. 

In comparison with a year ago, the 
value of sales for September, according 
to preliminary figures, was 2 per cent 
larger. The aggregate for the first 
nine months of the year was 9 per 
cent smaller than last year. 


PERCENTAGE INCREASE OR DECREASE FROM A YEAR AGO 


September* to 


Federal reserve district: 


Philadelphia 
Cleveland 
Richmond 
Atlanta 
Chicago 

St. Louis 
Minneapolis 
Kansas City 
Dallas 

San Francisco 


*September figures preliminary; in most 
business days this year and last year. 


Number of Number 
reporting of 
stores cities 


January 1 


September 30* 


cities the month had the same number of 








Sales Gain of 75% 


St. Louis, Mo.— The Boyd-Wright 
Shoe Co. reports a gain of 75 per cent 
increase in sales for the first eight 
months of 1933 over the same period of 
last year. Analysis of their output 
shows a steadily growing demand for 
high grade footwear. 


Schiff Sales 15% Ahead 


CoLumMBus, O.—Sales of the Schiff 
Co., operating a chain of 194 retail 
shoe stores in 26 states, for the five 
weeks’ period ending Sept. 31 were 
$944,095 compared with $818,804 for 





the corresponding period in 1932. This 
makes a gain of 15.3 per cent. Sales for 
the first nine months of the year were 
$6,573,950 compared with $6,472,553 
for the same period last year, making 
a gain of 1.56 per cent. 


‘Melville Sales Up 


New YorK—Melville Shoe Corpora- 
tion’s sales in September totaled $2,- 
208,995, as compared with $1,568,194 
a year ago, an increase of 29.3 per cent. 
For the 40 weeks ended September 30, 
sales totaled $15,075,005, as compared 
with $15,681,774 in the 1932 period, a 
decrease of 3.8 per cent. 








EVERY WEEK 


Mexican Shoe Competition 


WASHINGTON, D. C.—Mexican shoe 
manufacturers are reaching out for the 
low-priced work shoe market along the 
southern border of the United States 
with weekly sales of between 4000 and 
5000 pairs in the one city of sales con- 
centration reported by the Department 
of Commerce. 

To meet the demands of this new 
trade, the shoe manufacturing indus- 
try of the Monterey district of Mexico 
is working a full capacity schedule and 
Mexican trade circles are studying the 
wisdom of extending the low-priced 
shoe sales campaign into many of the 
southern cities, Assistant Commercial 
Attaché Robert G. Glover, Mexico City, 
reports. 


Invents Shoe Measurer 


WASHINGTON, D. C.—Elmer F. Bliss 
has secured patents on a device for 
measuring the insides of shoes, and he 
has assigned his patents to the Regal 
Shoe Co. of Whitman, Mass., of which 
he is leader. 





ahaa iit 


MEN’S SHOE SALES UP 


DETROIT, MICH.—Men’s shoe preferences 
are going about equally to blacks and to browns 
for this season, according to Steven J. Jay, man- 
ager of the men’s department ateR. H. Fyfe 
and Company. This is the first time brown has 
been in prominence in recent seasons, and is 
very encouraging to Fyfe’s. Doubles in men’s 
sales are not unusual, while some less common 
sales of three and even four pairs to a customer 
at a single fitting are being reported. 

Business increase in general has been steady. 
Last month’s report, now tabulated, for in- 
stance, showed an increase of approximately 
20 per cent over the corresponding month of 
1932. The general trend toward higher priced 
shoes is reflected in gross sales as well as pairs, 
though prices are not sufficiently restored to 
justify gross sales comparisons. 
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BUY: 


IN STOCK 
FLEXIBLE LOCK STITCHED PROCESS 
#9000—GENUINE ALLIGATOR BLUCHER 
OXFORD. 















Perforated Tip and Fox, Medium toe 
16/8 cont. covered heel. AAA to C....$4.00 
#900iI—GENUINE ALLIGATOR PUMP. 
Perforated Tip and Fox, aie we 
19/8 cont. covered heel. AAA to C.....$4.00 
2#9002—GENUINE ALLIGATOR PUMP. 


Perforated Tip and Fox, Medium toe 
16/8 cont. covered heel. AAA to C....$4.00 











qd 








THE L & S SHOE CO., INC., DISTRIBUTORS OF 


The CROSSETT NEW DEAL Shoe 


STOCK et aes ARE FEATURING FOR THIS 
SIZES 5 FALL A BLACK DOMINO CALF 
OXFORD, WITH A VISCOLIZED 
LEATHER SOLE, BROGUE LAST 
AND LEATHER HEEL. 


Priced at $2.65 
60 STYLES IN STOCK 





















a WRITE FOR AGENCIES 
Bae IN YOUR TERRITORY 


[me Lé@s SHOE CO, Inc. '44 DUANE sr. 





NEW YORK, N. Y. 
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iN THE IEW. 


BUY IN THE NEW YORK MARKET! 
WHY? 


HERE ARE THE ANSWERS TO THAT QUESTION 





Practically every type of popular priced footweai 
can be procured in this Market. 


The New York Wholesalers, situated as they are, ir 
the heart of the Fashion Center of the United States. 
give to the retail trade the smartest and most popular 
styles for the popular priced trade. These “hot” 
numbers insure quick turnover of your stock. 


Write 


Immediate delivery of all In-Stock numbers. 


or telegraph your order and merchandise will be 
delivered as soon as is possible. 





In buying in the New York Market, you will be deal- 
ing with some of the oldest established and most 
reliable wholesalers in the country. 












THE RIGHT s.iprer 
at THE RIGHT price 
i RIGHT ww 













GO? 


CASES 





OF ONE COLOR 





HOW TO REACH THE NEW YORK SHOE MARKET 








_ 


ID CENTRAL 
STATION 





We hope you will 
consider thisacordial 
invitation to call on 
any of the market 
establishments. The 
market is very easily 
reached from any 

part of New York. ae NIA 
From Times Square 



























DOZENS 







BLACK /CORAL 
BLACK/GREEN 
BLACK/COPEN 





657 


CREPE, COL’D SUEDE 
SOLE, QUILTED SATIN 
SOCK LINING, COV- 
ERED HEEL. 





STOCK 


Style #260 


or Pennsylvania Sta- 
tion, take the Broad- 
way-Seventh Avenue 
I. R. T. express to 



















for women 


FASHIONABLE—CORRECTIVE 
AAA - EEE =S 
WE CARRY IN STOCK 


A Large Assortment of 

Beautiful and Latest Pat- 

terns in Diversified 
Leathers 

At a Substantial Profit 

TO RETAIL AT $4.00 
AND $5.00 





oo SLIPPER COMPANY, Inc., 129 Duane St., N. Y. 4 
The Pedicharm Shoe /Z: 








LAZARUS FRIED & SONS, INC. 
| 118-120 Duane St. New York City 


P Z7THA! 
5TH 


Chambers Street. 
From Grand Central 
Station take the Lex- 
ington Avenue ex- 
press to Brooklyn 
Bridge. If you take 
the B. M. T. Subway, 
get off at City Hall 
Station. From 42nd 
Street and Eighth 
Avenue take the new 
Eighth Avenue Sub- 
way express to 
Chambers __ Street 
Station. The great 
wholesale shoe mar- 
ket is but a block 
or two from any of 
these stations. 
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IRE 


lh il t 


ME 
al 


Crepe Pump, Satin 
Lined, Roseleaf Trim- 
ming, Cov. Heel Col- 
ored Suede Sole 

BLACK CORAL 
BLACK COPEN 
BLACK GREEN 


Kid D’Orsay, Flexible 
Leather Sole, Compo 
Made, Duco Heel, 
Quilted Satin Sock 
Lining 

BLACK RED 


GREEN BLUE 


Available in A &C 
widths. 


Men’s Goodyear Turn 
Leather Lined 
Throughout. Boys’ 
Five Cents Less. 

BROWN 
BLACK 


BLUE 


428—Stiff leather sole, 
bound, grey col- 
lar—5-3 ....75e 
429—Stiff leather sole, 
bound, brown col- 
lar—5-3 ....75 


430—Stiff leather sole, 
bound, nat. col- 
lar—5-3 ....656e 


450—Soft leather sole, 
— nat. collar 


Prices for case of one color only 
1 Dozen lots of one color 5 cts. more 


GOLO SLIPPER 


COMPANY, INCORPORATED 
129 DUANE STREET NEW YORK CITY 


A ne 


yall tpn hull wl 


—% THOMAS ST. i — 


” aallegl 


a one sT.3 — 
he fees —Se ney i 
GREAT WHOLESALE MARKET 


call 


SEAMLESS OPERA 
IN-STOCK 
BLACK CAB. 


PATENT LEATHER 
BROWN KID 


I 


SIZES 3 TO 9 


Price $1.40 HIGH AND BABY HEEL. 


J. WEISS SHOE CO., INC. 


Women’s Novelty Shoes 


137 DUANE ST. NEW YORK, N. Y. 


| BOOST Youn anes 





WITH 
THESE BEST SELLERS 


\, LION SHOE CO., Inc 
\ 145 DUANE STREET 
NEW YORK CITY 


sean tae Short Vamp, 5 sagt & 
9 
t012—Kafa Regent Short Vamp, 


Patent and 
1819—Black Satin Regent Short 
Vamp, high heel. 


+ A Kaffa—Baby 
an 
eae ng *Kid—-Baby and high 

“THE’? OPERA 

501 BROWN KID 

507 BLUE KID 

508 BLACK PATENT 

509 BLACK KAFFOR 

512 BLACK FAILLE 


4044—Kaffa—Baby and high heel. 
Suede — Baby and 


Cc WIDTH 





Sizes 1-9 
Also in Junior Heels. 


Ine. 
Novelty Footwear 


New York, N. Y. 


Price $2.25 


Ladies’ 
131 Duane St. 


< 
“RED HOT “—1n stock 


Price $1.75 


BLACK SUEDE 

DARK BROWN SUEDE 
BROWN ELK 
GUNMETAL 

BROWN MANDRUCCA 
BLACK MANDRUCCA 


SIZES 3-8 
C WIDTH ONLY 


B. FRIEDMAN’ "SHOE CO. 109 Reade Street 


NEW YORK CITY 











- 5017 
. 5018 
. 5019 
. 5020 
. 5021 
. 5022 
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AS S. 
MODERN | ‘ : 


AS TODAYS FASHION 









Silhouwelts are practical 






and serviceable shoes. 






They meet the demands 






of modern fashion. 









CS C66 te te a a eS 





Oo wn te aA 





+ r+ OH ey CO 





UNITED SHOE MACHINERY CORPORATION |: 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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SHOE FORM CO. 


Write for booklet and com- 
plete information about 
Fairy Form selling aids. 
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AUBURN, N. Y. 


Licensed Manufacturing Branches 
United Last Co., Ltd., Montreal, Que. 
Northampton, England Paris, France 
Frankfort, Germany Melbourne, Australia 


ADMIRATION IS 
ONLY ONE STEP SHORT OF 


A SALE 


Famy FORMS enhance the beauty of any shoe. They banish all doubts in the 
mind of your customer as to whether she has bought wisely. From the first glance 
she is satisfied that the shoes are well-styled, well-made, and becoming. Those 
impressions guarantee a satisfied customer — and a later return to your store. 


fl 





. Aa 


Charles Meis Shoe Mfg. Co. 





fl 





Cincinnati, Ohio 








Changes in Cost of Living 


New York—For the fifth consecutive 
month living costs of wage-earners rose, 
in September, the increase over August 
amounting to 1.3 per cent, according to 
the index of the National Industrial 
Conference Board. Since April of this 
year, which marked the low point, the 
cost of living has advanced 9 per cent, 
and since September of last year, 1.7 
per cent. Compared with September, 
1929, however, living costs were still 
22.7 per cent lower. 

The purchasing value of the wage- 
earner’s dollar was 128.4 cents in Sep- 
tember as compared with 130.0 cents in 
August, 139.9 cents in April, and 100 
cents in 1923. 

Food prices rose only slightly, 0.3 per 
cent over August, but they were 18.3 
per cent above the low level of April 
and 6.6 per cent above the level of Sep- 
tember, 1932. Since September, 1929, 
there has been a reduction of 33.5. 

Rents advanced for the first time 
since September, 1930, increasing 0.6 
per cent over August. They were, how- 
ever, still 9.8 per cent lower than in 
September, 1932, and 31.1 per cent low- 
er than in September, 1929. 

Clothing prices have risen most 
markedly since the upward movement 
of prices set in. In September they ad- 
vanced 8 per cent over August and 
were 24.5 per cent higher than in May. 
They were 17.8 per cent higher than in 
September, 1932, although still 28.3 per 
cent lower than in September, 1929. 


Coal prices were marked up 3.0 per 
cent over August, which made them 0.5 
per cent higher than in September of 
last year, but 9.7 per cent lower than in 
September, 1929. 

The cost of sundries increased 0.5 per 
cent over August, but it was still 
slightly below the level of September, 
1932, and 6.1 per cent below that of 
September, 1929. 





Jones Resigns from Godman 


CoLuMBus, O.—J. Elmer Jones, vice- 
president and salesmanager of the H. 
C. Godman Co., has severed his con- 
nection with that company. Mr. Jones 
has been connected with the H. C. God- 
man Co. in various capacities for about 
33 years, having started as a young 
man in a clerical position and succes- 
sively holding the position of credit 
manager, office manager, secretary, 
salesmanager and vice-president. 

At the time of his resignation Mr. 
Jones was vice-president, secretary, 
salesmanager, a member of the execu- 
tive committee and a director of the 
Company, as well as holding similar 
offices with affiliated companies. He 
served as salesmanager on two oc- 
casions, the first for a term of five years 
prior to the establishment of the vari- 
ous selling branches in 1928 and later 
when the branches were discontinued in 
1931 and until the time of his resig- 
nation. 

B. H. Compton, who has been in 








charge of the styling and planning de- 


partments for the past five years, has 
assumed the duties of salesmanager as 
well as head of the styling and planning 
departments. 

Mr. Jones has a host of friends and 
acquaintances in the shoe industry who 
will be glad to know that he plans to 
be identified with the industry, but he 
is not yet in a position to definitely an- 
nounce his future plans. 


Milius Shoe Co. Expands 


St. Louis, Mo.—The Milius Shoe Co. 
has completed plans for occupying a 
factory building at Festus, Mo., and ex- 
pects to employ 500 persons when the 
plant is in full operation. 


Fyfe Advances Wood 


Detroit, MicH.—Frank Wood has 
been made manager of the fourth floor 
department of R. H. Fyfe & Company, 
handling the higher priced lines of 
women’s shoes. He was formerly as- 
sistant to William Adams, who had 
general charge of the women’s depart- 
ments, and will remain in charge of 
the third floor department. Wood is 
also well known as a style creator. 


Goldfeder Takes New Position 


BuFFALo, N. Y.—M. Goldfeder, who 
was with the local I. Miller store, has 
assumed charge of the Arch Aid store 
on Delaware and Chippawa Streets. 














He succeeds the late Max Harrison. 
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WHERE TO BUY 
Men’s Shoes 


OE 6 Oe 


The 


Ceds wa SHOE 


MEN’S FINE SHOES 
OLD COLONY SHOE CO. — 


penton 
€ 10 High St. 





NEW YORK 
Marbridge Bidg. 


Shoes Now Retail $8.50 Up. 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y. 


























“HIGHEST GRADE ONL’ 
EAST WEYMOUTH. MASS. U.S.A. 











OO et ee OP EO 


WHERE TO BUY 
Dancing Shoes and Taps 


6 6h 8 ee 


TAP SLIPPERS 
with Taps 

One strap 1.75 
Black Kid < Ribbon tie 


1 
One strap 2.05 
Ribbon tie 

2.10 





~ Sl 
Leath 
all SHOE MFG. CO. 
Swanson & Ritner Sts. 
Philadelphia 
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WHERE TO BUY 
Shoe Trees 


6 6 ST 








PROTECTED: 








Self Adjusting Shoe Trees. 
A Gentle squeeze inserts or 
removes. Write for unique 
sales plan. 










SIMPLEX SHOE 
TREE COMPANY 


















» STORE CHANGES 4 








To Enlarge Store’s Scope 

ToroNTO, ONT.— Owens & Elmes, 
Ltd., shoe dealers, announce that they 
have completed arrangements to move 
from their present location at 89 
Yonge Street, to a spacious new store 
at 151 Yonge Street. The new store, 
with elaborate triple show windows, 
double entrance and three-story, classi- 
cally designed front, will rank with the 
finest shoe stores on the Continent. 
The company states that while it has 
built up a reputation chiefly as cater- 
ers to the younger set, in the new store 
special attention will be given to shoes 
and slippers for women of all ages. 
There will be no lessening, however, 
in the attention given to footwear for 
younger people in any respect, as the 
new policy merely enlarges the scope 
of the firm’s activities. 


Shumaker Moves 


AKRON, OHI0—The Shumaker Shoe 
Co., after 41 years in one location, 17 S 
Howard Street, has moved to a new 
location, 214 S. Main Street. 

Shumaker’s was established in 1892. 
The company will occupy the entire 
four floors of the completely remodeled 
building. 

There is an exclusive and complete 
department for juvenile shoes. Coin- 
cident with the opening of the new 
store company officials announced the 
opening of a juvenile shoe shop. 

The juvenile section is said to be 
the largest and’ most elaborately ap- 
pointed juvenile department in eastern 
Ohio, handling surgical and corrective 
shoes, 





Des Moines’ Newest Store 


DES MOINES, IowA—The L. B. shoe 
store, at 309 Walnut Street, opened 
under the management of Ben Living- 
ston, October 2. He and his brother 
Theodore are the proprietors, and the 
store is operated separately from Liv- 
ingston’s, 311 Walnut Street, owned 
by their father, I. Livingston. Novel- 
ty shoes are being handled in women’s 
footwear and entirely separate lines 
from those in the adjoining store with 
a price range of $1.97 to $4.97. Men’s 
and children’s shoes are also stocked. 

The store has been remodeled entire- 
ly, as the building had been wrecked 
by fire. Ben Livingston was formerly 
in the shoe department at Carley’s. 





“Dual-B” Store Incorporated 


West New York, N. J.—Dual-B 
Shoes, Inc., 679 Bergenline Avenue, 
West New York, has been incorporated 
with a capitalization of $50,000 by 
Fanny Goldstein, 929 Cottage Place, 
Union City; Gertrude Goldstein, 1150 
Second Avenue, North Bergen, and 
Rose Lassman, 181 West Tremont Av- 
enue, New York. 
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Some Blue Eagle!! 





ALLENTOWN, Pa—A huge “Blue 
Eagle” flag, 30 x 40 feet is flung across 
the entire front of Farr Bros. store, so 
that there is no mistaking the fact that 
Farr Bros. is operating under the code. 

Six men were required to raise the 
flag to its position. The “Blue Eagle” 
has a wing-spread of 24 ft. Many who 
saw the NRA emblem displayed at 
Farr’s last week, where it had been 
placed prior to being taken down for a 
few minor changes, recalled that during 
the Liberty Loan drives in the World 
War Farr Brothers displayed an Amer- 
ican flag that also covered the entire 
front of the shoe store. 

In the NRA parade at Reading, em- 
ployees of Farr Brothers Reading store 
carried the huge emblem in the line of 
march. 


Sportsmen’s Shoe Store 


Boston, Mass.—Louis Timson has 
opened a sportsmen’s shoe store at 48 
Summer Street, second floor. Louis 
qualifies as a sportsman who knows 
shoes. He used to make shoes in Lynn. 
He also wholesaled shoes in Boston. 
In sports, he tried the English channel 
swim, and, also, the Catalina swim. 
He was with the army in France, where 
shoes were shoes and men were men. 
He sells by mail to sportsmen far and 
wide, as well as to customers who come 
in for the right shoes for the sport. 





Gives Cigarettes to Girls 


Newark, N. J.—The Kitty Kelly 
Shoe Co., with a large chain of stores, 
opened its second establishment in this 
city, Oct. 5, at 150 Market Street. 
There were distributed free 5000 pack- 
ages of cigarettes by the company to 
5000 girls of the various office build- 
ings throughout the city. 





Starts Family Shoe Store 


PROVIDENCE, R. I.—Diran T. Hori- 
misian has registered a shoe retailing 
business, The Family Shoe Store, at 
12 Cranston Street. 
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STYLE and QUALITY 


will be essential in 1933 Fall and 
Winter Footwear. 


Celastic Box Toes always assist in 


providing these important factors. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 










WHERE TO BUY 


Women’s Shoes 


8 ooo Or oO oo Oo OT 











KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 
IN STOCK 


ee 


No. 156 Black 
Kid $2.25 


wee 








No. 202 Black 
Kid $2.00 





SEND FOR CATALOG 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
(Division of L. B. Evans’ Son Co.) 


KKK 











FLEXIBILITY Becomes more 


necessary in shoes as the demand 
for pee cut style increases. 


Ceara Bo Shoe 


is made by a pat- 
ent flexible proc- 
ess. The materi- 
als used are more 
pliable. 














Write for some of our testimonials. 


SHAFT-PIERCE SHOE CO. 


FARIBAULT, MINNESOTA 




















HANNAHSON’S 
POPULAR 
SATINS 









84036 Black Satin 84054 Black Satin (open toe 
B4038 White Faille 84056 White mans fo tee} 
19% /8 Louis Heel—42 


WRITE FOR CIRCULAR 


TERMS 2' 10 DAYS, NET 
HANNAHSON'S SHOE. CO. 























HAVERHILL MASS. 
ORIGINAL 
FOR MEN 
}. P. SMITH SHOE CO. 
Chicago, Il. 
Both lines carried in stock. 
FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 




















Radio Announcer Turns Shoeman 


PORTSMOUTH, OHIO—“There was a 
young man named Joe Klein 
Determined to make up his own 
mind; 

He didn’t get mad or snootery,— 

Just continued to smile, went less 
than a mile 

And opened up his own pretty 
bootery.” 


And that dear folks is the song of 
Joe Klein’s New Bootery which just 
celebrated its formal opening with 
one of the nicest little shows that has 
been staged in this city in connection 
with a commercial event in a long 
while. A radio broadcast from the 
store, with special programs of music 
and song and stunts, was the high light. 
Joe Klein himself, well-known local 
radio announcer, will act as master of 
ceremonies. Then a model revue in the 
windows, featuring living models in a 
novel stunt, was the talk of the town. 

Klein’s Bootery presents one of the 
prettiest pictures imaginable on the in- 
terior. The store will feature shoes for 
children and women and will be local 
headquarters for Scout shoes for boys 
and girls. 

Joe and A. L. Klein are the partners 
in the new firm. Joe Klein has had 
more than 22 years’ experience in the 
shoe business. Gerald Klein will act as 
assistant manager in the new store. 





Edw. Pike Makes Change 


St. Louis, Mo.—Edward Pike, for- 
merly with the Edwin Clapp Shoe Com- 
pany branch in St. Louis, has joined 
the staff of the Scruggs-Vandervoort- 
Barney department store. Pike will 
have charge of the Clapp shoe sales. 
The Scruggs store recently took on this 
line after the city had been without 
sales representation for several months. 





Englehard With Dunn-Taft 


CoLumBus, O.—Harry C. Englehard, 
who has been associated with a number 
of retail shoe stores in Columbus, has 
been made manager of the recently 
opened children’s and women’s shoe de- 
partments on the fifth floor of the 
Dunn-Taft Department store. 





Gamble Managing Boise Dept. 


Boise, IpAHO— A. A. Gamble, for- 
merly of Denver, Colo., has replaced 
Albert Pessemier as manager of The 
Mode Shoe store. He will be associ- 
ated with J. T. Smith in the operation. 





Takes on New Line 


RuTHERFORD, N. J.—The Werner 
Store of 5 Slyvan Street, has secured 
the agency for Florsheim shoes, and 
will carry this line together with the 
Nunn Bush, which it has been selling 
for a long time. With this addition, 
Mr. Werner becomes one of the largest 
distributors of men’s footwear in South 
Bergen. 
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Dh lc el 


WHERE TO BUY 
Spats 


el i a lh eid 
BOND STREET SPATS 
—Enjey greatest demand 
because of 


consistent advertising in la 
national magazines and 


tare. (N 
FOR IMMEDI. 
ATE gee ty a fa full 

ton col- 


ors a“ sizes. Weite fer 

comaies and w.. The 
= jams Manufacturing 
Portsmouth, Ohle. 


BOND 


STREET Jpals 


6 6 6 FE EO 


WHERE TO BUY 


Men’s & Women’s 
Slippers — 














W. S. CHASE & SONS, INC., 
HAVERHILL, MASS. 

In Stock—Men’s Full Leather Lined 
Handturned Slippers 
Priced from $1.75 
Kid Pullman Sones 
colors and black with 
ySnap Pocket $1.35 
{Zipper Pocket $1.50 
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WHERE TO BUY 


Children’s Footwear 


66 FR, 6 AF 4 es PD 





MRS. DAY’S IDEAL BABY SHOES 
infants’ Soft Seles...0-3 


intermediates ........ 1-6 
Flexibie Hard Soles. ..2-8 
Send f In-8tooh 
latalog 





MRS. DAY'S IDEAL BABY 
SHOE CO. 
Danvers, Mass. 
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Cooley Changes Position 


TacoMA, WaAsH. — Bryson Cooley, 
formerly with Buster Brown store in 
Salem, Ore., has taken a similar posi- 








tion with Buster Brown, here. 
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WHEN IN NEW YORK BE SURE 
TO VISIT OUR SHOW ROOM IN 
THE MARBRIDGE BUILDING. 


F. S$. ELAM SHOE CO. 


See Our Line at N. Y. Office 
MARIE E. FINNERTY, Sales Manager 


ELAMS 
Pre Welt Shoe 


BRING NEW BUSINESS 
INTO YOUR STORE 


BECAUSE, Elam's Pre-Welt Shoes contain many spe- 
cial features, one of the most important of which is the 
Meco process of lasting. The Meco process brings to 
you better shoes at lower costs. It insures you a quick 
turnover of your stock, and, most important of all, it 
brings new customers and new business into your store.— 
It will pay you to see this line of pre-welt shoes at once. 


176 NORTH WATER ST., ROCHESTER, N. Y. 
439 Marbridge Bldg. 








» TRADE DOINGS 4 


Effective Window Display 


Houston, TEXxAS.—An especially ef- 
fective plan of window display, fea- 
turing only one style of shoe at a 
time, has been hit upon by W. H. Sher- 
wood, manager of the women’s shoe 
department of Sakowitz Bros. Depart- 
ment Store, here, for promotion of his 
high priced line of smart Fall shoes. 

Instead of an assortment of colors 
and styles, only one style of shoe, and 
usually only one color, is displayed in 
the window each day. A large placard 
bears information concerning the shoe, 
such as how, when, where, and with 
what colors and types of clothes, it 
should be worn. 


Hosiery Sales ‘Increased 


Fort LAUDERDALE, FLA.—The past 
twelve months show an increase in sales 
in the hosiery department of the Pio- 
neer Department Store, Inc., of 65 per 
cent. There was no increase in floor 
space devoted to the department, no 
change in the selling personnel, no spe- 
cial advertising emphasis placed on silk 
hosiery, but the ledger shows that the 
sales volume is sixty-five per cent above 
what it was for the preceding twelve 
months. 

The manager offers two very definite 
reasons for this most remarkable in- 
crease in business. The first is that 





only well-known brands or lines of 
hosiery are carried. These are the 
lines advertised in women’s magazines 
and are nationally known. When a 
woman enters a store to purchase a 
pair of hose and the name of some 
nationally advertised brand is offered, 
her reaction is that this MUST be a 
good hose else it would not have been 
featured in the magazine. 

A second factor which has had much 
to do with raising the sales volume 
of the hosiery department is that every 
effort is made to keep the stocks com- 
plete. There must at all times be a 
satisfactory price line as well as color 
and size range. This is most impera- 
tive if a customer is to be supplied 
with what she wants when she wants 
it. As far as possible all substitution 
of color and make is avoided. It is 
taken for granted that a customer 
knows just what she wants and an ef- 
fort is made to supply that want. How- 
ever, after she has been served it is 
quite permissible to call attention to 
some item which is being featured or 
which is a regular stock hose. 


Starts Lace Business 


PORTSMOUTH, O.—Papers have been 
filed with the secretary of state charter- 
ing the Mitchellace Inc., capitalized 
with 500 shares of no par stock, to 
manufacture shoe laces, braids, braid 
products and shoe findings. The in- 
corporators of the company are Mark 
W. Selby, vice-president of the Selby 





Shoe Co., David E. Mitchell of the 
Mitchell Manufacturing Co. and Charles 
E. Dowling, a director of the Selby 
Shoe Co. The factory will be opened 
at Eighth and Adams Streets with 
David E. Mitchell as manager. 


Providence Wholesaler Moves 


PROVIDENCE, R. I.—The North Amer- 
ican Shoe Co., shoe and rubber whole- 
salers, have moved from 115 North 
Main Street to 123-129 North Main 
Street, where they have considerably 
larger quarters with more and better 
window display space. The business was 
started 11 years ago by the present 
owner, Gustav Dreyfuss, and has grad- 
ually enlarged. 

Lawrence Spitz, manager, reports 
gratifying business for the past eight 
months, business which surpasses that 
of any similar period in their existence. 


Turner With Filoon Co. 


BrockToN, Mass.—Charles Turner, 
widely known welt executive, and for 
many years active in the insole, coun- 
ter and welting field, is now associated 
with the V. & F. W. Filoon Company. 


New Retail Concern Formed 


CLEVELAND, OHIO—Shirley’s Shoes, 
Inc., was chartered under Ohio laws, 
to operate in the retail shoe business. 
Incorporators included Sydney N. Gal- 
vin, Elmer J. Babin and Mary Crawley. 





ILLINOIS COLLEGE 


OF CHIROPODY AND FOOT SURGERY 





<- 











CHIROPODY offers an attractive 
profession to those interested in entering the practice 


of this branch of medical science. 


Illinois College of Chiropody and foot Surgery is now 
in its twenty-first year as a leading educational institu- 
tion in this specialized field. Three year course leading 
to degree of Doctor of Surgical Chiropody. Three 
buildings, wide recognition, scientific equipment, emi- 
nent faculty of chiropodists, physicians, surgeons, 
chemists and orthopedists. Excellent clinical facilities. 
High school education or the State Department of 
Education equivalent required for entrance. For bulle- 


tin write the Registrar, Dept. R021. 


Illinois College of Chiropody and Foot Surgery 


327 North Clark Street 
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in America 


For Immediate Delivery 
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Students in Famous 
Foot Clinics of 
























Chicago. Over Ridin No matter how large or 
aed come. 8 small your boot re 
Field ments may be, we are pre- 
pared to take care of 
Aviation your wants. Our huge 
stock and variety of styles 
Jodhpur in various price ranges 
enables dealers to make 
Hunting more profitable sales to 
the satisfaction of their 
and customers. 
Accessories Write for Catalog BS-10-21 


Chicago, IMinois 








Fall Style Opening 


TACOMA, WASH.— Newly trimmed 
Fall windows displaying fashions in 
footwear were unveiled before huge 
street throngs gathered for the show. 
Windows of the Peoples Store, Pacific 
and 11th, with pumps, Autumn sport 
shoes and footwear for street use; the 
Laird Schober designs in the windows 
of the McDonald Shoe Co. on Broad- 
way; Pessemiers’ Bootery, Feltman and 
Curme, the Sterling Shoe Store, and 
several other leading establishments 
for both men’s and women’s shoes, 
were among the most attractive of the 
exhibits. Brilliant lighting effects with 
living mannikins modeling new Fall 
styles gave glamour to the Fall Style 
Show. Music added to the gayety of 
the celebration. New styles of shoe 
manufacturers retailed in Tacoma fea- 
tured Fall footwear for feminine and 
male customers. A number of specialty 
stores having to do mainly with wear- 
ing apparel joined the shoe stores in 
the spectacular Fall show. 


Featuring Quality Ads 


CHIcAGoO—Quality talk is essential 
these days with prices on the increase, 
according to Carl Burgstahler, general 
manager for F. E. Foster and Com- 
pany. In accordance with this policy, 
quality advertisements are part of the 
publicity campaign for this season with 
this house. A quarter page ad in the 
daily papers is given over entirely to 
the “Foster Creed.” In addition, a win- 

















COLT-CROMWELL CO., Inc. 


Est. 1899 
1239 Broadway, New York City 


a 911 So. Los Angeles St. 
- = Los Angeles, Calif. 















dow poster emphasizes the “creed” to 
personal shoppers and passers-by and 
it occupies the last page of the new 
fall folder that is being sent out to 
mail order customers. 

The creed points out that quality is 
made up of true value and trustworthy 
service and that true economy lies in 
quality buying. It goes on to state 
that this house is going to continue 
their past policy of handling only qual- 
ity merchandise and will continue to 
serve satisfactorily the discriminating 
patronage that it has built up during 
its years in business. 





New College Shop 


New Haven, Conn.—Douglas Mac- 
Daid, Inc., has opened its second men’s 
clothing and shoe store for college men 
at 1048 Chapel Street here, carrying 
Johnston & Murphy and Douglas Mac- 
Daid shoes. The concern recently en- 
larged its other store at Princeton, and 
installed a shoe department there han- 
dling the same lines of footwear. 
Frank Demme has been named man- 
ager of the New Haven store. 





Jordan Store Moves 

MONTCLAIR, N. J.—M. Jordan & Son 
have recently changed the location of 
their shoe store from 456 Bloomfield 
Ave., where they have been for thirteen 
years, to 465 of the same avenue. 

At this new place of business, they 
enjoy more spacious and attractive 
quarters. 


Cork Walls in New Store 


SEATTLE, WASH.—Florsheim Shoe 
Store is removing from its Second Ave- 
nue location to slightly smaller quar- 
ters at 307 Pike Street. A feature of 
the new store is cork walls and ceiling 
which deaden sounds from the street. 
Interior of the 18 x 55 shop is finished 
in walnut, with green walls and natural 
cork ceiling, black and taupe carpet, 
and modernistic lighting fixtures. W. E. 
Cotter is manager. 





Berry Bros. Remodeling 

BIRMINGHAM, ALA. — Work has 
started remodeling the building at 1907 
Third Avenue, North, formerly the 
home of a ladies’ specialty shop, which 
will be occupied by a ladies’ shoe store 
to be operated by Berry Brothers, who 
now operate Jean’s Slipper Shop on 
Second Avenue. 


Wool Hose Year ’Round 


CLEVELAND, OHIO—The French 
Shriner & Urner shoe store has had a 
noticeable increase in their men’s hos- 
iery business during the past few 
months and they are now stocking wool 
hose the year ’round, according to 
K. F. Ziska, assistant manager. 








Sager Opens in Montezuma 
MONTEZUMA, Iowa—Howard Sager 
of Maquoketa opened a shoe store here 
October 2. Montezuma has been with- 
out a shoe store for several months. 
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of the year. The only way out is through stimulating 
salesmanship. Stores may find it necessary to pour 
money into advertising and publicity to get business 
into the store in these last ten weeks. 

Every sale is a peg on which to hang a little more 
profit. This is one holiday season when no store can 
take for granted that dollars will be spent elsewhere 
This is no ordinary 
It is really an extraordinary oppor- 
tunity to make footwear and hosiery play a bigger 


and shoes will be forgotten. 
holiday season. 
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Move the Shoes from the Shelves 


[CONTINUED FROM PAGE 22] 





ever made. 


Get the money. 
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part. The calendar of a new year is rushing up to 
every stock of shoes and saying it won’t be long before 
cuts and clearances will be here again. 

It is vitally important, therefore, for every store 
that hopes to pay its bills and to buy some new shoes, 
to make of these ten weeks the greatest sales effort 
It may be a temptation to consider in- 
ventory as worth more than money in the period of 
rising prices but that economic theory is valueless 
when there are bills to be paid and perishable styles 
to consider. The public is favorably disposed towards 
shoes and hosiery. No commodity has better entre. 








World Wide Upturn 


[CONTINUED FROM PAGE 28] 


upon it by the circumstances, have had 
any special relationship to the trend of 
business here. Most of the Administra- 
tion measures did not begin to operate 
until the end of July. By that time a 
larger part of the improvement in busi- 
ness had already taken place. 

“Most striking among all the facts 
reflecting the fundamental character of 
the business recovery that has been 
under way up to September is the fact 
that industries making producers or 
capital goods outstripped industries 
producing consumers goods and serv- 
ices in the rate of recovery from the 
low point of March up to August, as 
measured by increases in employment 
and in payrolls in these two groups of 
industries. In a representative group 
of capital goods industries employment 
increased about 30 per cent and pay- 
rolls nearly 45 per cent, while in con- 
sumers goods industries employment 
gained 17 per cent and payrolls 26 per 
cent. This is significant because it in- 
dicates that there is something more 
fundamental in the business recovery 
we have been experiencing than a tem- 
porary flurry in production and con- 
sumption of things which the ordinary 
consumer uses up in his daily living. 
We have had several spurts in the con- 
sumer industries since the depression 
began, but this is the first time since 
1929 that there has been any evidence 
of recovery in the capital goods indus- 
tries. This recovery, it should be noted, 
was also evidenced before the Admin- 
istration began to take any special in- 
terest in the stimulation of the capital 
goods industries. 

In considering the outlook for further 
business improvement, sensible busi- 
ness men should not be discouraged by 
the apparent confusion and conflict that 
has resulted from a political upheaval 
which has laid off the lazy fairies for 
awhile and put the busy bureaucrats 
on the job instead. We should keep in 
mind the more fundamental forces of 
economic expansion and_ enterprise 
which are at work the world over, and 
which are far stronger and more per- 
manent than any government or any 





passing political fads. The best thing 
for business now would be for business 
men to forget the political factors 
which are confusing them at the pres- 
ent time, get a proper perspective on 
the real importance of our public em- 
ployes, and go back to their own job 
which is far more important than any- 
thing else in promoting the prosperity 
of the country. 


N.S.R.A. Starts Convention 


Drive 
[CONTINUED FROM PAGE 37] 


“With overhead expenses inevery store 
trimmed to a minimum, the economical 
advantage of holding the 1934, N.S.R.A. 
convention in St. Louis, will appeal to 
hundreds of merchants. Being centrally 
located and easily accessible for the 
entire country a trip to the convention 
can be done with very low cost. We are 
anticipating as many merchants as at- 
tended the St. Louis 1930 convention 
when over 9,000 shoe men were present. 

“The program committee, already de- 
voting serious thought to the educa- 
tional features of the meeting, will 
shortly make known its plans. The 
tentative draft of the meetings is being 
developed around shoe merchandising, 
both buying and selling under the 
NRA. This work is being carried out 
under the direction of chairman Harold 
N. Underhill, buyer and manager of 
the shoe department, Scruggs, Vander- 
voort and Barney D. G. Co. 

“At no previous convention, I am ad- 
vised has there been such early interest 
manifested both by manufacturers, who 
will display their lines and merchants 
anxious to be informed of retailing 
under the NRA,” concluded Mr. Ebbs. 
The 1934, St. Louis convention com- 
mittee is composed of some of St. Louis 
leading shoe men. Arthur E. Ebbs, 
chairman, Swope Shoe Co.; Charles E. 
Williams, S. E. Williams Shoe Co., 
Marcus Rice, Famous-Barr Co., A. J. 
Pauly, Stix, Baer and Fuller Co., Har- 
old N. Underhill, Scruggs, Vander- 
voort & Barney D. G. Co., and W. B. 
Huette, Jr., Huette Shoe Co., are the 
other members of the committee. 











Style Revue Profitable 


Kansas City, Mo.—Chandler’s Boot 
Shop put on a style revue each eve- 
ning at the Electrical Show. A black 
velvet curtain was draped across the 
stage, ending at a point high enough 
to display the limbs of five shapely 
models clad in the newest of hose and 
shoes. These models walked across the 
stage while a radio announcer gave a 
fashion talk, describing each type of 
shoe being worn. Only the feet and 
limbs of the models were visible. All 
of the hose and shoes on display were 
from the regular stock of the Chandler 
shop. The show was a successful af- 
fair, drawing a large audience each 
evening. Results have been gratifying, 
according to R. T. Smith, manager of 
the Chandler shop. Business increased 
materially the first of the following 
week and many of these customers had 
attended the style show. 





Knows Clients’ Buying Habits 


LOUISVILLE, Ky.—Miss W. Sullivan, 
head of the hosiery department in the 
Boston Shoe Store, keeps in constant 
touch with her customers, both charge 
and cash. Whenever she gets in new or 
particularly attractive stock she tele- 
phones special customers to whom she 
knows that type of hose will appeal. 
Sales response to these calls is about 
20 per cent. 

But Miss Sullivan, while she calls 
from once to twice a month, is very 
careful not to make these calls a nui- 
sance, to have something really good 
to offer in price, quality and color. For 
she studies color harmonies in order to 
advise buyers of the correct and smart 
thing to wear in hosiery. 

And she knows her clients’ buying 
habits. With cash customers, she asks 
the name and address and if they do 
not want the duplicate sales slip, she 
saves it, thus securing a record of the 
size, price and color of the hosiery pur- 
chased. This serves as a guide in 
offering future merchandise. The same 
record is kept of charge purchases, 
which enables the department to give 
that helpful, efficient service so ap- 
preciated by busy women these times, 
which is reflected in the sales of the 
department. 
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WHERE TO BUY 
Pullman Slippers 
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TRADE 












$1.50 to $3 
immediate 
Delivery 






SWAN 
Shoe Co., Inc. 
Baltimore, Md. 








2201 Asquith Sst. 
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WHERE TO BUY 


Hosiery Protectors 
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SHOE and HOSIERY 


Seoqertm nts everywhere 
bu ding. pete and goodwill 
with genuine 
WALK-EZE 
Stocking Protectors 
They Sell 
Themselves 


Only WALK-EZE’S are 
made of pate Kemi- 


material that Is durable 
—we ie—hyg enie a 
sweatproof. 


Sizes for Women Protected by 
Men and Children Rptest Hemeey 
Order from your jobber er CAN. 281621 
WALK-EZE Sales Offices.Stamped on every pair. 
Executive Office, Syracuse, N. Y. 
NEW YORK: 1141 Broadway 
CHICAGO: 114 E. Austin Ave. 
CANADA: 729 St. Antoine St., Montreal 
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WHERE TO BUY 
Bowling Shoes 
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PROFESSIONAL BOWLING SHOES 
Combination Soles Price, Men’s $2.40 
Women’s $2.25 


Oxfords 5e less 
Right Foot 
Rubber 














Style No. 224 


BROOKS SHOE MFG. CO. 











Swanson & Ritner Sts., Philadelphia 
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SHEEPSKIN WOOL SLIPPERS CONSIDERED NOT FUR—AND 


NOT TAXABLE 








A recent ruling of the Internal Reve- 
nue Department at Washington exempts 
sheepskin lined slippers as non-tax- 
able. In the month of September 1932, 
the bureau published a ruling as—ST 
470—“Dyed and pressed lambskin or 
sheepskin are considered fur and arti- 
cles made therefrom or of which such 
lambskin or sheepskin is the component 
material of chief value are held to be 
taxable under Section 604 of the Reve- 
nue Act of 1932.” 

As a result of this ruling the tax de- 
partment recently became active, and 
demanded the tax from a number of 
manufacturers of sheepskin slippers. 

Arthur Berg, president of The Ath- 


letic Shoe Company, also president of 
the Sheepskin Slipper Manufacturers, 
filed a protest in behalf of the associa- 
tion, and met with the Special Tax 
Division on several occasions, furnish- 
ing such data as the department re- 
quested. After several months of cor- 
respondence and contact with Washing- 
ton, Mr. Berg is pleased to release the 
following communication which was re- 
cently received from the Internal Reve- 
nue Department: 


“Reference is made to your recent re- 
quest for a reconsideration of the bu- 
reau’s ruling to the effect that articles 
made of all grades and types of sheep- 
skin and lambskin, or articles of which 
such sheepskin and lambskin is the 
component material of chief value, are 
taxable within the purview of Section 
604 of the Revenue Act of 1932. 

“Your contention is that articles 
made of = sheepskin, either un- 
dyed or bark tanned, or articles of 
which such sheepskin is the component 
material of chief value are not taxable 
within the meaning of Section 604 of 
the Revenue Act of 1932, for the 
reason that such sheepskin is not com- 
monly or commercially considered 
‘fur.’ 

“You are advised that a careful in- 
vestigation of this matter has been 
made, in connection with which in- 


formation was obtained from the fol- 
lowing sources: 

“1. Representatives of the tanning 
industry. 

“2, Manufacturers of articles made 
of sheepskin, such as slippers, gloves, 


te. 

“3. Catalogues of large mail order 
houses, such as Montgomery Ward and 
Company and Sears, Roebuck and Com- 
pany, in which it was shown how these 
articles are listed for sales purposes. 

“4, Catalogues of representative shoe 
manufacturers, in which it was shown 
how sheepskin-lined slippers are classed 
in the shoe industry. 

“5, Authorities in the various de- 
partments of the United States Govern- 
ment service. 

“After such investigation this office 
has reached the conclusion that the fol- 
lowing articles are commonly or com- 
mercially known as fur articles and are 
taxable within the meaning of section 
604 of the Revenue Act of 1932: 

“1, Articles made of so-called ‘do- 
mestic’ sheepskin or lambskin dyed and 
processed to resemble fur, or articles of 
which such sheepskin or lambskin is 
the component material of chief value. 

“2. Articles made of sheepskin or 
lambskin which has not been dyed but 
has been put through some process by 
which it has lost the appearance of nat- 
ural sheepskin or lambskin of the so- 
called ‘domestic’ type, or articles of 
which such sheepskin or lambskin is the 
component material of chief value. 

“Investigation further establishes 
that the following articles are not com- 
monly or commercially known as fur 
articles and are not taxable within the 
meaning of Section 604 of the Revenue 
Act of 1932: 

“3. Articles made of the so-called 
‘domestic’ sheepskin or lambskin which 
has been clipped, bleached, washed, 
combed, or bark tanned, but which has 
not been further processed or dyed in 
any manner whatsoever, and which are 
generally used as a protection against 
the cold, rather than for decorative or 
style purposes, or articles of which such 
sheepskin or lambskin is the component 
material of chief value.” 








Visits Century of Progress 


NEw York, N. Y.—Louis Edlestein, 
president and treasurer of Lion Shoe 
Company, left with Mrs. Edelstein for 
Chicago. He is taking a well-earned 
vacation after the opening of his new 
quarters on 145 Duane Street. 

After viewing the Chicago Fair they 
will go to Detroit and Niagara Falls. 
The administrative end of the business 
during Mr. Edelstein’s vacation will be 
carried on by his associates, Milton 
Sonnenshein, Joseph Levy and his son, 
Jean S. Edelstein. 





Times Square Men’s Store 


New York, N. Y.—Times Square’s 
newest shoe store is a high class men’s 
specialty shop operated by Green & 
Greenspan. Shoes retailing up to $25 





are stocked in this store at 1578 Broad- 
way. The owners, Jack A. Greenspan 
and J. N. Green, are well acquainted 
with the immediate trade, as they have 
been conducting the leased shoe depart- 
ment in Brill Bros. for the past 16 
years. Men’s custom lasts are being 
given the spotlight. 





Edison Enlarges Home Office 


St. Louis, Mo.—The Edison Bros. 
Stores, Inc., according to Harry Edison, 
president, has leased the entire fifth 
floor of the new Midwest Terminal 
Building at 710 N. 12th St. for general 
executive offices and warehouse. The 
new quarters of the company gives the 
firm 35,000 more square feet floor space 
than the old location at 1718 Washing- 
ton Ave. 
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sidiianicdapmtdaed Commission Lines Wanted 
She He PrWood Salesman with twenty years’ experience and 


with wide acquaintance with retailers, de- 
Opening for the Winter Season partment store buyers and chain buyers, in 
Jenwory fest. European Plan. the medium and fine grade fields of women’s 

An Exclusive Winter Resort Hotel, on . ‘ 5 
shoes—desires reputable line or lines—to 


Blosovae Bay, with Ocean Bathing, e 


pons A pon Aa Bosse.) oe Se Se —OP. ERA retail in a price range of $4.00 to $8.50. 


and discriminating clientele. 
Rates Double from $8.00 to $20.00 per day. Permanent office in New York. Will finance 


Fi Price Meals. THOMAS CAGWIN 
laaiacaiaerieatieadianiiins erable sales expense. No cash advance or guaran- 


e@ tee required. 


Ee a er Prepared to cover personally east and mid- 
In Cleveland kes dle west territory—including Boston, New 

THE HOLLENDEN ‘ . ; 
York City, Chicago and all city trade areas. 


Replies treated in confidence. 


e 
FENWAY HALL, Address 
Cleveland's Cless ers) . ‘ . 
Residential Hotel is, Siu HEARS Oe) Sag ; “Executive Salesman,” 


also under 


DeWitt ne Rito _ 
Manese- ime eSeet! Sup: t ccamenn S Boot and Shoe Recorder 
bet 239 West 39th Street, New York City 
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AUTOMATIC 
GARAGE NEw YorRK 


The last word in convenience and safety 
for your car ... occupies its own par- 


ticular ommeginats re Pg rar WHEN YOU 
opportunity for storage by the houf, the 
day, the month . . . with or without 11 COME TO READING 
service. jf you will be delighted to visit the many 
Rates $15.00 monthly and upwards we spots of historic interest in this famous 
Expert repairs on all makes of cars. industrial centre. 
Make your headquarters at 
KENT GRAND CENTRAL this Modern, Fireproof Hotel 
44th St. Near Third Ave. 
300 ROOMS 
Tel. Murray Hill 2-0460 RATES: $2.00 to $3.50 








Your Car Is Never Touched by ; Aig 
Human Hands Restaurant and Coffee Shop, GO fi 





Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
367 West Adams St., Chicago, IIl. 
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A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 
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CLAWIFIED ann WANT AD 























SALESMAN WANTED 


SALESMAN WANTED 


MERCHANTS’ NEEDS 














SHOE SALESMEN 
THIS IS YOUR OPPORTUNITY 


To connect with one of the country’s leading footwear distributors. Will 
consider only applicants with clean successful past records for full time 
resident representation in or near the following cities covering surround- 
ing territory by auto:—Albany or Syracuse (for N. Y. State); Cleveland; 
Cincinnati; Detroit; Chicago; Baltimore. We have complete line— 
Women’s Novelty and Sport shoes $3-$4 retailers; Beach and Summer 
Sandals; complete line of House Slippers. This diversified line means 
no slack seasons. Entire line on the floor for immediate shipment. Un- 
less you have established trade in respective territory, do not apply. Write 
full details age, past employers, references, etc. Address D-509, care Boot 
& Shoe Recorder, 239 West 39th Street, New York, N. Y. 








HOE SALESMEN to handle line of new 

specialty suede shoe brush as side line, ex- 
cellent and fast selling fall item, carry samples 
in your a" commission basis, state refer- 
ences and territory in first letter. Address 
D-505, care Boot Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








WANTED TO LEASE 


ALESMAN—To cover New York State, 

Eastern and Western Pennsylvania, Connec- 
ticut. Women’s novelties retailing $3.00 and 
$4.00. Straight commission. Semi-monthly 
settlements. References. Address D-506, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








LINE WANTED 





NTERESTED leasing shoe department in 

women’s ready-to-wear or department store 
located New York State. Herman Friedman, 
210 Main St., Poughkeepsie, New York. 








LINE WANTED 


ANTED—Line of Medium Price Work 

Shoes or Ladies’ Felt and Boudoir Slippers 
for State of Louisiana. Address D-507, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








WANTED BY EXPERIENCED SHOE 
SALESMAN Pony MISSISSIPPI AND 
ALABAMA FACTO borer OF MEN'S 
SHOES, DRESS AND Y WOR ALSO WO- 
MEN’S AND CHILDREN? Ss STITCH- 
DOWNS. SALES RECORDS AND REF- 
ERENCES FURNISHED. Address D-508, 
care Boot Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 


EXPERIENCED and energetic salesman, with 
best references and known favorably to a 
fair number of retailers, wishes line for all or 
some of these territories: Greater New York, 
Long Island, Westchester County, and nearb: 
New Jersey. H. Hadfield, 633 East 29t 
Street, Brooklyn, N. Y. 








AGENT WANTED 








Largest German manufacturers spe- 
cializing in Snow Shoe Fittings and 
Fastenings, seek 


AGENT 
who will undertake on own account 
the selling of the proprietary manu- 
factured goods which are widely known 
as excellent in Europe. 
Write to S. J. 6655 ¢/o Koch & Minzberg, 
Kurfirstendamm 59/60, Berlin W. 15, Germany. 








New Improved 


Poy, Cup 
for Price Ti ickets 
a Rn 


if gross 
Tilts Pe any angle 








M. D. POLLINGER CO. Holland Bidg., St. Louls, Mo. 














SHOE STRETCHER 





VAMP RAISER and LENGTHENER 


Should be in every shoe store. Relieves 
and permanently corrects tight-fitting 
shoes. Raises vamp from throat to tip. 
Lengthens too short shoes. Made of 
best grade of cold rolled steel, nickel 
plated. For sale by shoe findings jobbers 
and wholesale shoe houses everywhere, or 
send your order direct to us. 


$5.00 COMPLETE *"h i. 


NU-WAY SHOE STRETCHER co. 


4367 Duncan Ave. St. Louis 

















$1.25. When a box 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. 
is desired twelve words should be added for the address. In all other cases each 


word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
& Advertisements for this page must be in our New York office on Friday of the week preceding oulticntion. = 


Minimum charge 








When writing advertisers please mention Boot and Shoe Recorder 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 


WANTED TO PURCHASE 











AUTUMN PRICE TICKETS 
Colorful and Effective 





No. 3: Hallowe’en or 
autumn coloring: 
orange and green de- 
sign on corn-color 
board. 

















Ne. 2: Blue bar with 
erange sunburst on 
silver board. 


Ne. 1: Harvest color- 
ing: Scarlet oak leaf 
on corn-colored board, 
with pale blue band. 








ANY ASSORTMENT OF 
PRICES DESIRED 
SIZE: 159” x 236” 

6 dozen 


AUTUMN WINDOW 
DISPLAY CARDS 


8” x 14” to complement new fall 
ticket above. 








Write for details and samples of 
service, including cards, harmon- 
izing tickets, and modernistic card 
holders. Sold to but one merchant 
in a community. Snappy texts on 
men’s, women’s, children’s shoes, 
and hosiery. 





CHECK WITH ORDER, PLEASE, UNLESS 
C.0.D. SHIPMENT IS PREFERRED 


Merchants’ Service Dept. 


BOOT AND SHOE 
RECORDER 


367 West Adams St. 
CHICAGO, ILL. 











Keeps Shoes in Bank Vault 


SALEM, ORE.—Probably the distinc- 
tion of being the only shoe store in the 
world that keeps its surplus stock in a 
burglar proof bank vault belongs to the 
new Virginia Lee Shoe Store, opened 
August 31 at 129 North Commercial 
Street, Salem. Art Rise, son of Jacob 
A. Rise, pioneer Salem shoe merchant, 
who succeeded his father in business 
and is the proprietor of the store, didn’t 
install the vault for the express pur- 
pose of a stock room. The building was 
at one time the home of the old Capital 
National Bank, and when Mr. Rise 
purchased the property the vault came 
with it. But at any rate it is now 
serving a useful purpose. 

The store itself is one of the most 
attractive in this locality, the interior 
wood finish being of Honduras mahog- 
any, with tile floor and marble side 
walls. The store room is two stories 
high, with arched ceiling and balcony. 
It has both natural daylight and indi- 
rect electric lighting. The store em- 
ploys three expert shoe fitters and has 
installed an X-ray fitting machine. 





Leases Part of Store 


OtTawA, OHIO—J. O. Cartwright, 
operating a shoe and hosiery store here 
has leased a part of the room to Alfred 
Bohm for a ready-to-wear department 
for women and misses. This will round 


out the lines handled in the store. 








Special College Room 


CLEVELAND, OH10—The I. Miller shoe 
salon has just installed a special club 
room for college girls under the name of 
“College Court.” The room is dressed 
up in sorority atmosphere with fine up- 
holstered furniture, plush carpeting, 
smoking facilities and easy surround- 
ings. College Court was adopted for 
the sale of every type of footwear de- 
manded by the collegiate trade to meet 
their varied functions. A close tie-up 
of shoes and bags is employed to in- 
crease the sale of both. 

Larry MeDal, manager of the Cleve- 
land I. Miller store, is stepping out 
after the college trade in a big way this 
year. Among other things he has con- 
tacted every member of Western Re- 
serve University and Lake Erie College 
and expects to expand his activities in 
this field. Personal letters have been 
sent to all women enrolled and shoes 
have been shown at the schools. An ex- 
cellent college trade has resulted. 





Good Feet Wins Prize 


Tacoma, WasH.—G. L. Kelly, in 
charge of the foot comfort department 
of the Fisher Company, recently held 
an interesting contest. Each person 
entering the contest was given a pic- 
torial chart showing the condition of 
his feet, and foot ills were strikingly 
shown in the pedographs. The man or 
woman adjudged having the best feet 
was each given a pair of shoes. 








Buyers of Surplus Stocks 


will buy surplus or entire oo of shoes 
from manufacturers, jobbers or retailers 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc 


590 Broadway New York 
Phone Canal 6-4298 and 4299 








POSTER @ DEUTSCH 
436 Grand St., New York City. 
Phone Dry Dock 4-0352 


— BUY FOR CASH — 
entire or surplus stocks of 


SHOES—DEPT. STORES 


Leases assumed Transactions confidential 











WE BUY 
Entire or Surplus Wholesale and Retail 
3. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Etc. 
IRVIN RUBIN 
“The House of Jobs’ 
89 Reade St. Cor. 


Phone Barclay 7-7887 














HOTELS 








When You GoTo 
Yy a 


goss ee 






ARQOM and Ro 
For TWO and ceen we 
QO | 7” 


250 — BATH 


PENNSYIEVANIA 


‘A AND CHESTNUT STS., DHILADELPHIA 


SINGLE 
yo psig 














Sign New York Labor Pact 


New York—An agreement has been 
reached between members of the Shoe 
Manufacturers Board of Trade of 
Greater New York, Inc., and the Boot 
and Shoe Workers Union by which it 
is expected the labor troubles that have 
impeded production for some weeks in 
the metropolitan area will be brought 
to an end. 

In accordance with the terms of the 
shoe manufacturers’ code, recently 
signed by the President, hours of labor 
are to be reduced and many of the 
workers will receive increased pay. As 
a result of the reduction in hours of 
labor, additional workers will be taken 
on. 

All wage increases, according to the 
agreement, are to be made effective at 
once, with a few exceptions affecting 
employees of a limited number of small 
plants. 

The agreement was reached through 
the mediation of Grover A. Whalen, 
chairman of the New York City NRA. 
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Stetson’s New Shop 


New York, N. Y.—The new Stetson 
Shop at 153 Broadway is experiencing 
as fine a business as the management 
expected from this first class location. 
E. G. Klasgye, the manager, has a num- 
ber of sales producing plans which he 
knows will bring the store to the atten- 
tion of both old and new Stetson cus- 








tomers. 
There are several novel display 
features. That of having the dividing 


show case a closed-in regular glass case 
facing the women’s side, with the entire 
lower side an “open face” display of 
men’s shoes’ and accessories is very 
cleverly worked out. Seats on the 
women’s side are a rich green brocade, 
while those for the men are of a red 
leather. 





Represents Ohio Shoe Retailers 


CoLuMBus, O.—At the annual meet- 
ing of the Ohio Council of Retail Mer- 
chants, H. T. Siegenthaler, Mansfield, 
former president of the Ohio Valley 
Retail Shoe Dealers’ Association, was 
named as a trustee on the board of the 
council, representing the -retail shoe 
interests of Ohio. Other affiliated state 
associations also have representatives 
on the board of trustees. 





Cooperating With Johnson 


Boston, Mass.—The New England 
Shoe and Leather Association wired 
General Hugh S. Johnson, National Re- 
covery Administrator, assuring him of 
its intention of cooperating in the “Buy 
Now” campaign, inaugurated Oct. 9. 

The association is asking all retail 
shoe dealers in New England to active- 
ly interest themselves in this movement 
by special advertising, appropriate 
window-trims and announcement cards, 
and personal interviews with their 
patrons, explaining why additional in- 
creases in retail shoe prices will shortly 
be necessary. 

The National Association of Shoe 
Wholesalers and the Boston Boot and 
Shoe Club also sent telegrams. to Gen- 
eral Johnson offering their cooperation. 


=> 
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BOOTS AND SHOES 


Amesbury Shoe Co., Lynn, Mass.........- 
Bass, G. H., & Co., Wilton, Me.......... 48 
Brooks Shoe Mfg. Co., Philadelphia, Pa. .46-52 
Cambridge Rubber Co., Cambridge, Mass... 3 
Chase, W. S., Sons, Haverhill, Mass...... : 48 
Clapp. Edwin, & Sons, Inc., E. Weymouth, 
Colt-Cromweil’ Go. \"Ine., New York City... 50 
Ebberts, John, Shoe Co., Buffalo, N. Y.... 48 
lam, -, Shoe Co., Rochester, | ie re 
Enna Jettick Shoes, Inc., Auburn, N. Y... 23 
Erwin Shoe Co., New York City.......... 43 
Florsheim Shoe Co., Chicago, Ill............ 5 
Friedman, B., Shoe Co., New York City.. . 
Gilbert Shoe Co., Thiensville, Wis........ 
Golo Slipper Co., Inc., New York City.. 2-43 
Green Shoe Mfg. Co., Boston, Mass., 
Back Cover 
Hannahson’s, Haverhill, 
Jarman Shoe Co., Nashville, 
a Fried & Sons, Inc., New wer 
Ear »s as. Gca tars a eka ata oe aoa ea ea ae at Oe 
Levey Brothers Shoe Co., New York City.. a 
Lion Shoe Co., Inc., New York City.... 43 


Mishawaka 4 ~' & Woolen Mfg. ea. 


. Day’s Tdeal Baby Shoe Co., Danvers, 

Mass. 4 
Nettleton, A. E., Syracuse, N. Y.......... 46 
Old Colony Shoe Co., Brockton, Mass..... 46 
Richards & Brennan Co., Randolph, Mass.. 46 
Roberts, Johnson & Rand, St. Louis, Mo... 33 
Saks, M. J., Shoe Corp., New York onda 42 
Shaft-Pierce Shoe Co., Faribault, Minn.. 4 


Smith, . Shoe Co., Inc., Chicago, Ill. 

Swan Shee’ Ce Baltimore, | 3 By 

United States Rubber Co., New York City, 
Front Cover 


Vaughan-Towle Co., Wakefield, Mass..... 48 
Weiss, J., Shoe Co., Inc., New York City.. 43 


LEATHER AND OTHER MATERIALS 


Allied Kid Co., Boston, Mass............. 2 
<< ene Leather Co., Whitehall, 

\d rrr rrr ee eee ee eee ee ee ee ee ay 
Evans, John R., & Co., Camden, N. J..... 6-7 
Goodyear Tire & Rubber Co., Akron, O...26-27 
Hubschman, E., & Sons, Inc., Phila., Pa. 35 


Kistler Leather Co., Boston, Mass........ 29 
Ohio Leather Co., Girard, O......... 3rd Cover 
Surpass Leather Co., Philadelphia, Pa..... 39 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
ETC. 


Machinery’ Corp., 


United Shoe 
Mass. 


Boston, 
4-40d-44-47 


SHOE ACCESSORIES 
Nu-Way Shoe Stretcher Co., St. Louis, Mo.. 54 


Pollinger, M. D., Co., St. Louis, Mo....... 54 

Shoe Form Co., Auburn, N. Y............ 45 

Simplex Shoe Tree Corp., Chicago, Ill..... 46 

Williams Mfg. Co., Portsmouth, O........ 48 
MISCELLANEOUS 

DeWitt Operated Hotels.................. 53 

Hotel Berkshire, Reading, Pa.............. 53 


Hotel Pennsylvania, Phila., Pa........... 55 


Illinois College of Chiropody, Chicago, Ill. 50 
Irvin Rubin, New York City 55 


Kent Automatic Garages, New York City.. 53 
Kirsch-Blacher Co., Ine., New York City.. 55 


ea Shoe Mfrs. Assn., New York, 


pdb BIR aie Ss wiG8,6 0-0: Gc6 40:6 dN d0 4/8, oki OO 24-25 
Poster & Deutsch, New York City.......... 55 
Walk Eze, New York City................ 52 








TRADE LITERATURE 





Tom Boy Catalog 

The Herbst Catalog Number 20 
features in stock oxfords, ties, straps 
and hi-cuts for infants, children, misses, 
youths, boys and growing girls. It is 
an attractive catalog for Fall. Over 
150 numbers are listed as being in 
stock. 

Many numbers are featured with 
shark-skin tips as well as cordovan 
leather tips and foxing. 

The catalog emphasizes many of the 
distinctive features which have made 
Tom Boy shoes popular with the trade. 

This catalog also describes seven 
numbers in Tom Boy shoes made on the 
Brouwer’s Research Lasts—a line of 
shoes for which are claimed special 
orthopedic advantages. 

Herbst Catalog Number 20 also 
shows reproductions of attractive win- 
dow signs, distinctive newspaper ads, 
toys and novelties for children, and 
features enclosures of sales promotion 
flyers which are furnished to dealers. 


New Child Life Catalog 

The Child Life Shoe Mfg. Company, 
Milwaukee, has issued one of the most 
unique catalogs we have ever seen per- 
taining to juvenile shoes. 

This catalog has a beautiful three- 
color cover showing a fairy waving a 
magic wand at some attractive shoes 
which are the object of enraptured ad- 
miration on the part of a boy and a 
girl. To top it off, the upper part of 
the catalog is die cut in Gothic design, 
making a most unique éffect. In this 
catalog are illustrated and described 
the complete line of Child Life infants, 
childrens and misses’ shoes in addition 
to College Chums shoes for growing 
girls. Almost half of the catalog is de- 
voted to Child Life shoes made on 
Brouwer’s Research Lasts. This section 
carries an introduction by Mr. S. J. 
Brouwer and complete illustrations and 
descriptions of the details of the lasts, 
orthopedic features and the complete 
line and prices of the Child Life shoes 
made on Brouwer’s Research Lasts. 

All the shoes in the Child Life line 
are described in the catalog as being 
made of finest small-spread, full-grain 
calf skins and veals; all leather heels 
are fastened with fiber pegs; all shoes 
are made solid leather throughout. 














When writing advertisers please mention Boot and Shoe Recorder 
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WHAT THE WELL DRESSED 
SHOE WINDOW WILL SHOW 


br Men 


To merchants interested in building a steady, 
growing business on men’s footwear, Vitality 
Health Shoes present special advantages: — 
smart styles; all leather construction; expert 
workmanship; scientific lasting; and genuine 
economy at popular prices. 



























Offering a wide variety of lasts, styles and 
materials, they are retailed at $5.00 and $6.00 
with a profitable mark-up assured. In addi- 
tion, a fast in-stock service is maintained on 
the entire line. 

Supplementing these shoes is a Boys’ line to retail 

at $4.00 and Little Gents’ at $3.50 embodying 

all the attractive features of Vitality Men’s Shoes. 

Sturdy construction, sound value and attractive 


health features make Vitality Boys’ Shoes real sellers. 
Complete widths and sizes represented in stock. 


VITALITY SHOE COMPANY ; St. Louis, Mo. 


Branch of International Shoe Co. 





MEN’S BOYS’ 
AAA to G AtoE 
Sizes 5 to 14 ; Sizes 1to 6 

$5 and $6 $4 





5529—Genuine Brown Grain 
eat in Genuine —_ Grain 
A7M-12 C6-1 


B6%-12 Dels 


Leather Heel 















WOMEN’S CHILDREN’S 
AAAA to EEE Widths and Sizes 
Sizes 2to 11 or all ages 
$6 and $6.75 $2 to $4.50 
















id 


5510—Black 
A 8-12 6-1 
6-1 
5-1 






5562—Brown Norse Calf 
5561 re fh in Black Norse Calf 
A 7-11 C 6-11 


Bers. 12 D6-11 
Leather Heel 
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No other leather . . . and no other entry 
in the register of colors .. . offers security 
of profitable selling, over a lengthening 
period of months, equal to the assurance 
of gain given by white LEVOR washable 
kid. 


* Sera owe? 


BA. 
ty 
Y & 


The Southland Resort and Cruise seasons will start 
earlier this year. The foremost hotels will open in 
November instead of in late December and January. 


For every shoe that occasion demands in the South- 
land and on the Cruise, white washable LEVOR kid 
is unexcelled. Safely salable, profit assured, perfect 
for wear with every color in the costume. 


Depend upon white LEVOR kid shoes and remember 
that, in every season of the past five years, you could 
have sold a whole lot more. 


G.LEVO 
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jiwhole lot more WuHite Levor Kip SHOES 
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"THE WHITEST WHITES"—LEVOR'S improved 
new tannage of washable leathers—fully merit 
their international renown as the finest values 
procurable and the smoothest, permanent whites 
ever tanned. 





5. €O. INC. 


GLOVERSVILLE, 





RED BALL 


A BALL-BAND 
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October 28, 1933 





MEN’S FOOTWEAR SALES 
INCREASING EVERYWHERE 





DUCK HUNTERS BORN... 
. . . NOT MADE! 


All the year ’round there are men 
who dream of just one thing—several 
days or weeks of duck-shooting in the 
Fall of the year. 
And next to a 
duck hunter’s 
favorite gun 
there is nothing 
that so much 
occupies his at- 
tention as his 
boots. For un- 
less his feet are 
dry and warm 
andcomfortable, 
he’s going to 
have a_ rotten 
time and a 
whole season’s 
shooting is 
spoiled. And 
that is, certain- 
ly what he doesn’t go duck shooting 
for! Ball-Band footwear has always 
been a favorite with the duck hunter. 
Built as expertly and as honestly as 
his gun, he has come to depend upon 
Ball-Band—and Ball-Band has never 
let him down. This Fall—after the 
stress and strain of the past few years 
—there is likely to be more duck shoot- 
ing than ever. Dealers will do well to 
investigate Ball-Band Sporting Boots— 
for the full line see pages 14 to 16 of 
the new 1933-34 catalog. 





Ball-Band Footwear 
For Football Fans 


This Fall millions of people are at- 
tending football games in various sec- 
tions of the country. These games are 
played at a season of the year when 
the feet of spectators are likely to get 
cold and damp if the proper footwear 
is not worn. So many know the fine 
quality of Ball-Band that it is easier 
to sell this finer and better footwear. 
This offers dealers who are prepared 
to meet the demand a splendid chance 
to advertise, display, suggest and sell 
warm, comfortable rubbers, arctics and 
gaiters. 


New Ball-Band Catalog 
Send for the new 1934 Ball-Band 


catalog if you haven’t one. See for your- 
self why “it pays to sell the best.” 





BALL-BAND SALES HELPS 
ARE ALWAYS AVAILABLE 


One thing for which Ball-Band is 
noted among dealers is the helpful co- 
operation extended by the Ball-Band 
service department. There is, of course, 
Ball-Band’s national advertising in 
farm papers, sportsmen’s magazines, 
athletic papers, the American Boy, ete. 
This advertising alone reaches millions 
upon millions of families. Then there 
is “The Red Ball,” a helpful periodical 
published in the interest of merchants 
who retail Ball-Band footwear—mailed 
free to every dealer who sells Ball-Band. 
Window displays and counter displays 
in striking designs and colors are avail- 
able at all times. Even Ball-Band car- 
ton covers carry messages which help 
keep customers sold on Ball-Band. The 
entire Ball-Band organization is con- 
tinually thinking, and planning and 
working to the end that the 60,000 
dealers who handle Ball-Band shall be 
given the benefit of all that Ball-Band 
has learned about advertising and sell- 
ing quality footwear during the past 
forty-six years. 


“Once Inside the Locker...” 


Much publicity has been given to the 
dangers of walking bare-footed around 
locker and shower rooms, gymnasiums, 

tea swimming pools and 
ig | | so on. This undoubt- 
wi] ¥ edly, has helped the 
ion sale of Ball-Band 
locker sandals. Be- 
sides having a thick, 
sponge rubber sole 
they are light in 
weight and very 
easy on the feet. 
They do not slip on 
wet or dry floors— 
a splendid feature. 
They are long wearing. The soles are 
sealed all around and cannot become a 
harboring place for germs; and they 
are easily sterilized. No wonder these 
Ball-Band sandals were officially ap- 
proved by the Olympic Clothing Com- 
mittee, and have been worn by U. S. 
Olympic Teams and many other ath- 
letes. Almost every dealer who reads 
this page has among his customers a 
score or more of men and women to 
whom these sandals would come as a 
special boon. “Once inside the lock- 
er... .” they serve long and faithfully. 
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Dealers Profit by Ball-Band 
Reputation for Quality 


From all over the country comes the 
word that the Men’s “Ariel” is a “nat- 
ural.” This neat, light, comfortable rub- 
ber appears to 
have overcome 
completely the 
objections some 
men have al- 
ways had to 
wearing rub- 
bers. Wise deal- 
ers are showing 
their customers 
these new Ariels 
when they sell 
fine shoes and 
presto — two 
sales row 
where only one 

rew before. 

ich satin fin- 
ish, feather 
weight, oe to get on and off, these 
modern rubbers open up brand new op- 
portunities with men. One of the few 
rubbers that “go well” with spats. This 
Men’s “Ariel” is a typical example of 
the fine understanding Ball-Band has 
always had of Men’s Footwear require- 
ments. For forty-six years Ball-Band 
has been building quality footwear for 
men and boys and today this broad line, 
identified by the Red Ball, has grown to 
include hundreds of items. There are 
warm Arctics in either rubber or cloth; 
Rubber Boots in various styles and 
weights for work or outdoor sports; 
special Shoes and Boots for every kind 
of hunting, fishing, and hiking, all fa- 
mous for ine fit and comfort; and stur- 
dy leather shoes and high lace boots 
with waterproof soles. For the younger 
generation there is a complete line of 
indoor and outdoor Canvas — Shoes 
designed particularly for long wear 
and fast footwork. The leader of this 
Sport Shoe line is the famous “Offi- 
cial” which is worn by so many win- 
ning basketball teams. Then, too, for 
both sports and outdoor winter wear 
there is a wide choice of wool socks in 
various weights, heights, and colors. 
No wonder Ball-Band has been the 
footwear choice of millions of wearers 
for so many years. With the growing 
trend toward outdoor activities and 
sports, this better footwear, with such 
a good name, offers wide-awake, ag- 
gressive shoe merchants a field for new 





Ariel Clog—a mate for 
the finest shoes 





and profitable business. 








This news page is published periodically by the Mishawaka Rubber & Woolen Mfg. Co., Mishawaka, @.5S% 
Indiana, to keep merchants informed about the latest developments in BALL-BAND Rubber Footwear .. . 
. . Fabric Summer Sandals . 


Canvas Sport Shoes . 


. . Leather Work Shoes . . 





. and Woolen Footwear. *.Z..., 
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THE ONE SHOE— 


That every dealer needs in his health shoe department. 


This last and style will take care of 85% of your women’s corrective shoe 


business. Through experience we know that no matter what size or width 
























a person needs—this last is so constructed to fit every other part of the foot 


in proportion. 


Not dependent on style changes—this shoe is your “Rock of Gibraltar” for 
corrective sales—making it possible for the dealer to properly fit any woman 
who comes in his store without carrying a wide variety of lasts. Best of all, 





this shoe gives definite health results. 





Stock No. S088 
Black Kid 12/8 Heel 
6 Eyelet Tie 

Sizes 214-11 

Widths AAAA-EEE 


No. 88 


THE ONE CONSTRUCTION— 


That is the simple answer to straightening up weak feet. 








The Health Spot is the only place where enough pressure may 
be applied to the foot to straighten it up—without cramping 
nerves and blood vessels and endangering health. After the 
foot is placed up in normal posture the patented Foot-so-Port 
Insole with a wide steel shank gives sufficient support to the 
weight-bearing parts of the foot to prevent all foot strain. 


Every woman needs a substantial shoe to wear 85% of her 
time when she is on her feet most—while walking, working 
around the house or standing for any length of time. If she 
gives her feet proper support during this time—she may then 
wear any kind of light weight dress shoe without serious 
injury to her health. 


Write us for catalog and further information. 
Copyrighted 


MUSEBECK SHOE COMPANY 


Danville, Illinois 
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Shoe by E. T. Wright & Co., Inc., 
Rockland, Mass Stock No. 250, 
black goat blucher oxford, lined 
throughout, for winter wear, 
with light weight Kid. Cornell 
From verdant South last. Amer's KING KID Matured 
Amevica where the cli- Goatskin. 

matic conditions the 
year round are ideal for 
the raising of well-nour- 
ished animals, come 
goatskins which are tra- 
ditionally meaty and 
mellow natured. From 
such incomparable 
skins, KING KID Goat- 
skin, the acknowledged 
leader, is produced. 











SEASON-IN AND SEASON-OUT 


goatskin, in its various weights, meets every requirement 
for men's shoes. KING KID Matured Goatskin, tanned with 
an experience of more than a hundred years, from choice 
Brazil and other South American skins, has a natural grain 
and quality that assures the best all-around combination 
of style, comfort and durability. 


Among men there is a growing demand for dress and 
street shoes of this superlative leather... keep in step 


with this demand and bring profit to your store. 


WILLIAM AMER CO 


ESTABLISHED 1832 


PHILADELPHIA, U. S. A. 
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This is Advertisement No. 4 of a =a 
showing Shoes Fit for a Museum. 


‘watos'* CAMISOLES 


“yo 





\ 
quic 








BUTTON 
SHOES 





t might have added 


coo} 


: Tete? ou — ‘a PEELY SOLES 





For no list of the quaint wearing apparel of yesteryear is complete without “peely soles” 
—the ugly and outmoded footwear that has been discarded by millions of women since the 
advent of Compo. Shoes made by the Compo technique never peel—they just cannot. They 
remain sole-smart as long as they are worn. Naturally,smart women of today prefer to wear them. 
The most modern and successful merchants everywhere prefer to sell them—and do sell them 
in increasing volume every season. Compo Shoe Machinery Corporation, Boston, Massachusetts. 

The SBICCA METHOD provides a single-sole cemented shoe of extreme flexibility 

and lightness. It is Compo’s newest achievement—the most sensational recent de- 


velopment in the shoe industry. The SBICCA METHOD now brings Compo shoes 
into the realm of footwear of the highest price and craftsmanship. \ 


Not all cemented shoes are Compo shoes. Only those manufacturers using Compo 

equipment and Compo adhesives are authorized to supply you with genuine NM p 
Compo shoes. A list of licensed manufacturers, including those who use the 

Shicca Method, will be furnished gladly on request. 


TRADE MARK 





When writing advertisers please mention Boot and Shoe Recorder 








Boor AND SHOE RECORDER 
combining THE SHOE RETAILER, Oct. 


At Left 









Below 
BONNIE STYLE ew oe 
(FUR CUFF) 







Black No. 3234 
Brown No. 3230 
Retails $1.50 to $1.65 






Black No. 3334 
Brown No. 3330 
Retails $2.00 to $2.25 








At Right Above 
RAYN TIE STYLE GHILLIE STYLE 
(FUR CUFF) (FUR CUFF) 








Black No. 2034 
Brown No. 2030 
Retails $2.50 to $2.65 


Black No. 2144 
Brown No. 2140 
Retails $2.00 to $2.20 








(Regular) 
Black No. 2134 
Brown No. 2130 
Retails $2.00 to $2.25 


(Regular) 
Black No. 2154 
Brown No. 2150 
Retails $1.50 to $1.65 
















RAYNSHU TIES 


the style innovation bringing profits 
to hundreds of dealers 


POINT ONE POINT TWO 
Laced pattern . .. Practical convenience 
coupled with smart new design 
Go on easier and faster ... never necessary to unlace 


Waterproof fur cuffs utilitarian as well as 
style correct 


Exclude rain and snow from shoe .. . keep stockings . .. large open throat ... waterproof gusset . .. auto- 

- clean and dry . . . specially processed to prevent ab- matically adjusted to all ankles and insteps ... no 
sorption of water . .. do not get mangy looking. . . snaps to hurt fingers . . . no fasteners to damage stock- 
In step with new trend toward femininity in costume. ings ... waterproofed corded laces stay tied. 


POINT THREE 
Selling Now! 


Strong appeal in college towns for football games because they are the newest style as 
well as practical, light and warm. Saleable early at profitable prices in all communities 
because they side-step the competition of low-priced, ordinary gaiters. 


WRITE OR WIRE FOR SAMPLES 
CAMBRIDCE RUBBER COMPANY 


CAMBRIDCE, MASS. 
NEW YORK 600 ATLANTIC AVE., BOSTON 317 W. MONROE ST. 
125 DUANE ST. AND LEADING WHOLESALERS CHICAGO 
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